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|L. topiarius belonging to ornamental 
gardening.| Designating the work or art 
of training, cutting, and trimming, trees or 
shrubs into ornamental shapes; also charac- 
terized, as a garden, by such work.* 


The ancient art of garden sculpture is captured by 
Schack's in a great line of original Ruscus interpre- 
tations . . . faithful reproductions of the finest 
examples of formal gardening technique. Schack's 
Topiary complements early Spring presentations 
perfectly, adds versatility and beauty to scores of 
promotions throughout the year. 


Write for a copy of our illustrated ''Ruscus Brochure’; 


free on request. 


*Webster's New Internatione! 
Dictionary, 2nd Edition. 
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comurdas: 


COMMERCIAL MURALS 
TRADEMARK 


“have both hard sell 


and decorative value” 
You can’t beat this for a brilliant combination! 
Famous WLS Comuras are now produced on 
Feltuk, a soft, felt-like material especially de- 
signed for silk screen processing. America’s 
finest stores from coast to coast are using 
Feltuk Comuras as the most inexpensive 
method of treating large areas with the finest 
of art... and at a surprisingly low cost! 








Our representatives will be glad to call with 
complete information . . . no obligation, of course. 


HICKOK “WORLD OF COLOR” FELTUK 
COMURA, SIZE 36 IN. x 60 IN. 





comuras 


emi (TRADE MARK) 
ARROW “‘CASUAL WEAR” FELTUK Commercial Murals 
COMURA, SIZE 36 IN. x 72 IN. 


Another WLS first . . . for many years 
designed to fit architectural dimensions, 
such as columns, walls, inside display win- 
dow glass. Produced on WLS modern mech- 
anical screen printing and fast drying 
equipment. Sizes up to 48 in. x 108 in. 
on paper, Feltuk or fabrics. Cut to size — 
low cost. Experienced design and counsel. 
Also follow-through with our nation-wide 
field organization. 











STETSON “RAILBIRD” HAT FELTUK 
COMURA. SIZE 36 IN. x 60 IN. 
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ARROW “GABANERO” SPORTS SHIRTS 
FELTUK COMURA, SIZE 36 IN. x 60 IN. 


RCA VICTOR DELUXE “ART BACKGROUND MAIDENFORM “I DREAMED WAS A LIVING 
SCREEN” ON FELTUK, SIZES 30 IN. x 60 IN. AND a. FELTUK a SIZES 36 IN. x 72 IN. 
18 IN. x 60 IN. ND 18 IN. x 72 1 


FREE! Write on nang ee for 4. We q STENSGAARD AND ASSOCIATES. ING. 
copies of our new Christmas catalog 

and ‘‘Showmanship in Selling Pays Off" 

folder. 24 346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 


Specialists in Merchandise Presentation * Demonstration « Displays * Exhibits 





WRITE TODAY! 


NOVEMBER, 1954 
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CONTENTS 


Display Tempo Steps Up At The New Ohrbach's By Clara Baldwin 


NUMBER 5 


Editor's Comment . 


New York Displays Stress New Season By Virginia Roehl 


Cooperation And Coordination Key-Note Display At Lit Brothers 

By Florence W. Brewer 
Ideas Enliven Los Angeles Display By Howard Kuhn 
Promotions Coming Up By Louis Gehring 


Putting More Selling Power Into Christmas Displays 
By Irene Miller. 


Varied Themes Characterize Chicago Window Displays 
By Jean Mowat 


Last-Minute Christmas Ideas For The Smaller Store 
By Jim Kiley 
Displays By Schwartz 
New Store Puts Display To Work 
Display . . . On And Off The Record 
Thoughts On Men's Wear Display By Odell McWhorter 
Trade Personalities By Jim Tupper . 
The Display Parade 


Mobile Display 


By Jim Tupper . 


Display Ideas 
Financial Display By Samuel C. Forsythe 
Contest Nears End 
NADI News By John F. Bowman 
Reminiscing 

i 


PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 GILBERT AVENUE, GARFIELD 2050-2051, CINCINNATI 1, OHIO 


OUR NEXT ISSUE 


Contemporary display in Vienna will 
be the subject of an interesting article 
in the December issue . . . while others 
will cover unusual display and store 
treatments from this continent ... there 
will be last-minute news of the Decem- 
ber Market Week of the NADI, and re- 
ports on current display in Chicago, 
Los Angeles, and New York City... 
In the mail November 20. 


THE COVER 
This appealing display was used by 


Wm. Filene’s Sons Company, Boston. 


A group of children listen to the reading 
of “Hansel and Gretel" while the two 
characters from the story stroll through 
the woods. Brilliant lighting was used 
on the group, with the rest of the window 
in a semblance of soft moonlight. 


EXECUTIVE STAFF 


H. C. Menefee, President 

Nathan Silverblatt, Manager 

R. C. Kash, Editor 

Robert Silverblatt, Advertising Manager 
John Gilker, Circulation Manager 

Jim Tupper, Art Director 

John Mendell, Production Manager 


Eastern Office 


47 West 57th Street, New York City 19. 
Phone Plaza 3-5989. 


* 
SUBSCRIPTION RATES 


Published monthly at $4.00 a year for the 
United States and Canada. Te foreign 
countries, $5.00 a year. Canadian and foreign 
orders payable in VU. S. funds by Internatienal 
money order or New York bank draft. Single 
copies 50 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date; other- 
wise missed copies cannot be _ supplied. 
Entered as second class matter September 20, 
1922, at pestoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


ee 
Member 


National 
Association of 
Display Industries 


ABP 


Associated 
Bureau of Business 
Circulation Publications, Inc. 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 
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make your SANTA CLAUS 


WIG 


AND 


BEARD Ms 
SET A 


* 


sy 


* 


Children will believe in your Santa ...if he’s wearing one of these 
impressive Santa Claus Wig-and-Beard Sets! Soft, lustrous, snowy white... made 
of 100% nylon that’s twice as strong as natural hair...they’re easily washed, 


recombed, recurled. > 1 9:90 each 


Christmas is eee sawn .. stocks are limited... Sr Genaitete Gxt 
New, Improved “Lock-Stitch Method” Set— % 90 
Beard and Full Wig—only aa “ 


F.O.B. N. Y. 


Wig or Beard Separately 





Ve 
UM CORP. 


Va 


34 West 20th Street, New York II, N. Y¥. @© Phone Chelsea 3-8340-1 


Creators and Manufacturers of America’s Most Beautiful Doll, Display and Costume Wigs 
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LJse one or several colors 


Adopt any layout and 
Models for all size stores . - . 


tising paste-ups. - . 
of ink at once 
control copy . . 


Change trom cardboard to paper by the turn 
of a dial... Print one of a kind, two sided or 
repeat extras Use new display scripts 
and/or any type combination Reproduce 
zinc plates, halt-tones or any cuts for headings 
and toppers . Prepare originals for offset 
duplication . . . Proof lines of type tor adver- 


Write for complete catalog 
with prices and free samples 
of work. 


THE MORGAN CO., 3984 AVONDALE AVE.. CHICAGO 41, ILL. 


NOVEMBER, 1994 





DISPLAY DIRECTORS . . . This CHRISTMAS @ ‘cotons 
INSIST ON Bulkton SEAMLESS FOR YOUR TRIM ner 


Regatta Blue 
Sky Blue 
Alaska Blue 
Atmosphere Blue 
Gala Turquoise 
Red 

Aqua 
Chartreuse 
Deep Green 
Sun Lime 
Andes Emerald 
Clover Green 
Leaf Green 
Desert Rose 
Seatone 

Surf Green 
Pink 

Orchid 

Mint Green 
Forsythia Yellow 
Dahlia 
Sunburst Gold 
Russct 
Harvest 

Burnt Ochre 
Golden Yellow 
Orange 
Pongee 
Tanbark 
Jasmine 
Copper Brown 
Violene 

Black 

Thunder Grey 
Dove Grey 
Pursuit Grey 
Silver Grey 
White 





Because... 


Bulkton Red 


IS A CHRISTMAS RED 
(not an off shade) 


Bulktou White 


IS A PURE WHITE 
(not a Bone White) 


EVERY CARTON IS SEALED WITH 
BULKTON TAPE 


























ROLL SIZE LIST PRICE 
12 Yds. x 107 in.....$ 7.50 
50 Yds. x 107 in.....$29.20 
Sheets Available in All Colors 
Size 26 in. x 40 in. List Price 20c ea. 
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Exclusive 


CHRISTMAS 


DISPLAY 


ACCESSORIES 


These new and exclusive Christmas display 
accessories are but two of many novelties 
for year ‘round display. Visit our show- 
room where you will see the unusual in bird 
cages, screens and many other Oriental 
imports. 


EXCLUSIVE WREATH ROPING FANCY JEWELRY PINE CONES 


A chain of 3" miniatue lacquered wreaths with miniature 
holly berries. 


$3.00 per yard $2.00 per gross 
AVAILABLE FOR IMMEDIATE DELIVERY 


MIYA COMPANY, INC. sascren 


Manufacturers and Importers of Artificial Flowers and Oriental Goods. 


Made of pine cones with shiny glass beads in assorted colors. 
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Bas-relief sculpture 
in fabrics applique 
12859-D JOSEPH 
$167.50 each 
VIRGIN MARY 
$167.50 each 
CHRIST CHILD 
IN CRIB 
$112.50 each 


NAIIVITY SETTING 


The rich simplicity of the Holy 

Family becomes an ultimate offering 

of modern Nativity settings through 

Silvestri’s use of soft velvets, silks, AND 
brocades and ornaments, individu- | | yi Ain 3 WISE MEN 
ally fashioned for each figure. A ih BO Se IBA $950.00 complete 
magnificent concept for the finest in we —_— 

Christmas traditional decoration. 

ORDERS ARE STILL BEING 

ACCEPTED FOR CHRISTMAS 

SHOWINGS 


HOLY FAMILY 


Other settings available from iI = | “eS 3«WISE MEN 

6” to larger than life size. iP 2 sf $167.50 each 

Brochure upon request. Rly Goa 70 ok ee OCC AMEEL 
os .\— mf a Bi 


$162.50 each 
$ te gy Ue ° 
SHEPHERDS 


ART MANUFACTURING COMPANY $167.50 cach 
1147 West Ohio Street we. yy fl — SHEEP (flocked) 
Chicago 22, Ill. | MOnroe 6-3500 . + Vina $51.25 cach 
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Prva pital FOR DISTRIBUTORS 











Equip your storé Mow with these space- 
saving, sales-building Sel-O-Raks. They 
have proven their ability from coast to 
coast in creating multiple sales, in holding 


customer interest and preventing costly 








“walk outs’ which more frequently occur 
during the busy Christmas rush. 


For an even bigger Christmas season, 
install Sel-O-Raks the effective, low-cost, 
silent salesmen that “turn shoppers into 
buyers’. See your distributor now! 


/ NATIONAL 
a ADVERTISING 


To deliver the Sel-O-Rak sales 
message to a vastly enlarged 
audience of Sel-O-Rak poten- 
tial buyers, we have greatly 
intensified our advertising 
program both in magazine 
space and direct mail. With 
your co-operation, and that 
of your salesmen, this cam- 
paign cannot fail to greatly 
increase your Sel-O-Rak 
volume and profit! 


*& 
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ALL STA 


SILENT 


SALES FORCE 
EVEN Tore Pap talte FOR STORES 




















JUST OFF THE PRESS! 
19355 CATALOG 


a ys ve 
-----------—- — wn, 
Sel-O-Rak Corporation 
The Sel-O-Rak catalog features the complete 2419 N. Miami Avenue 
Miami, Florida 


Sel-O-Rak lines. It includes many new volume Gentlemen: Please send me the new Sel-O-Rak Catalog 


producing items developed and sales tested by 


Sel-O-Rak during the past year. Mail coupon 


for your copy now and have your name added Firm Name 


to our permanent mailing list. Address 


NOVEMBER, 1954 





You Are Cordially Invited 
To Attend 


SPRING and EASTER 
MARKET WEEK 


HOTEL NEW YORKER, NEW YORK CITY 
DECEMBER II-15, 1954 


x = 


Progressive Merchandising Presentation for every event 
up to the mid-summer season. For very display occasion 


in any store or for any promotion. 


A special showing for store executives and display personnel 


by the members of the sponsoring organization. 


PROGRESSIVE 


NATIONAL ASSOCIATION 
OF DISPLAY INDUSTRIES 


PRESENTATION 203 N. WABASH AVENUE CHICAGO |, ILLINOIS 


MERCHANDISE 


DISPLAY WORLD 





NOVEMBER, 





UPSON Easy-Curve Board gives you the opportunity 


to create columns, curves, abstract or stylized 


shapes of almost any size or radius! 


Upson Easy-Curve Board opens new vistas 
to your creative imagination . . . frees it from 
the dulling dictates of pre-formed shapes. The 
almost limitless opportunities of this light— 
and yet exceptionally durable fibre board— 
actually stimulates numerous fresh and original 
display ideas. You'll find, too, that Upson 
Easy-Curve Board has the same thirstless 


EASY-CURVE 
BOARD 


1954 


painting quality that distinguishes Upson 
Strong-Bilt Panels: one coat of oil, tempra or 
lacquer covers beautifully. What’s more, 
Upson Easy-Curve Board is more reasonable 
in cost than ordinary pre-formed shapes. 
Other Upson panels are available in 34”, 14” 
and approximately 34” thicknesses. The coupon 
will bring ‘you more detailed information. 





THE UPSON COMPANY 
2211 Upson Point, Lockport, New York 


Send me detailed information on 
Upson Easy-Curve Board. 


NAME 








STREET 





CITY 

















ILLUMINATED PLASTIC OUTDOOR CHRISTMAS LIGHTING UNITS 


STORE DISPLAYS — BUILDING FRONTS — MARQUEE OR ROOF — LAWN SCENES 


GP 61-3 THE ANIMATED FIRE PLACE. 61” high, 38” wide, 8” deep this GP-510 SANTA SLEIGH. Single Face 51” long, 39 
fascinating display is designed especially for store interior, window. or store high. A jolly Santa with toy pack in sleigh, screened 
front. Unit is single faced formed of heavy gauge translucent red Tenite II. in 7 colors. Sleigh is decorated with gold runners, red 
Back is tempered Seen. Chimney and fireplace panels made of per- body and green lining. 50 
forated aluminum hich, coupled with alternating flashing light, produces 10 watts. List Price............ 

the phantom ne Ty of Santa going up and down the chimnev. Fig. 1 

oe ggg oo ae not in operation. Fig. 2 and Fig. 3 illustrate display 

with alternating flasher in operation. Uses one 25 watt, one 75 watt lamp. 

Completely assembled and equipped. Ready to plug in. Weight approximately OUTDOOR PLASTIC 


2 pounds. 


List Price | pees vive. 1. TENITE BUTYRATE 


' 
' 
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GP510-520-8 ILLUMINATED SANTA SLEIGH AND 8 REINDEER SET. 20 vards of 3” silver metal pine roping for reins, plus 9 outlet wiring circuit. 
Illustrating application of ome GP-510 Santa Sleigh and eight GP-520 Total wattage: 1620W. Weight approx. 100 lbs. installed. $340.00 


. . List Price 
Reindeer. These big, bright, beautiful lighting units, when evenly spaced 


and securely tastened to existing guy wire, will provide a light-weight, 

expansive display. Ideal for installation to building fronts, marquee, root GP510-520-8A ANIMATED SANTA SLEIGH AND 8 REINDEER SET. 
' " The eight reindeer set furnished with a control timer. This control may be 

top or lawn or for a store interior display. Each unit furnished completely situated at a building outlet or attached to the guy wire itself, since it must 

assembled and equipped with lamps, cord set and Dee rings for mounting. be close to the display to minimize length of extension leads to each 

Length: 50 ft. to 60 ft. depending upon spacing. Included with the display: individual unit, which connect to the timer. The action of this control 





These illustration cuts show the application of GP510- to the cable. For a start, a suggested “Starter Set” should 
520-4 as a lawn scene. A suggested erection method: stretch include one GP-510 Santa Sleigh plus one or two GP-520 
¥g” wire rope between two trees or between two temporary Reindeer, to which more units could be added to make up 
steel fence posts, with some means such as a turnbuckle a complete set. 


provided for tightening the cable after fastening the units 





QUANTITY DISCOUNT 


GP-600 GIANT SANTA CLAUS. 6” high. All items in this broadside may be combined to take advantage 
Single —. vagy ™ full Santa Poy - of the discount. 

molded in three dimension and set fort 
on green translucent panel. $36 25 Total List Value of Order 
120 watts. List Price “s Less than $150.00 

es $150.00 to $449.50 

$450.00 and up......... 


GENERAL PLASTICS CORPORATION 


1400 N. WASHINGTON ST. e P. O. BOX 747 e MARION, IND. e PHONE: 4870 
West Coast Office — 2377 California Ave., Long Beach 6, Calif., Phone 4-1710 
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ILLUMINATED PLASTIC OUTDOOR CHRISTMAS LIGHTING UNITS 


STORE DISPLAYS — BUILDING FRONTS — MARQUEE OR ROOF — LAWN SCENES 


GP 323D ILLUMINATED DOUBLE FACE 
PEALING CHRISTMAS BELL. Another at- 
tractive animated display made double faced 


relief. Brilliantly screened red bells clustered with red harness, 
beneath a golden ribbon stand out boldly from 


cession thus creating the effect of a _ single GP-510. 180 watts. 
swinging bell. The flasher control is a heavy List Price 

duty, motor driven timer. Perfectly suited for 

outdoor as well as indoor use. Uses three 7§ 


watt lamps. Weight approx. $92.50 


1R pounds. List Price 


timer will cause each unit to light up in succession, commencing with the 
Santa Sleigh unit. When all of the nine units in the display are illumi- 
nated, the 9 circuit timer will cause the entire display to flash off and on 
and then the cycle is repeated —the same action as that of a control that 
-—_ - age suing his words in a he This animation portrays Santa 
in his sleigh, pursuing his way, bites the — reindeer. 

List Price ; alge bec ath a $480. 00 


GP510-520-4 ILLUMINATED SANTA SLEIGH AND 4 REINDEER SET. 
The application of one GP-510 Santa Sleigh and four GP-520 Reindeer. 





These beautiful illumi- 
nated Plastic Christmas 
lighting units have been 
specially selected from 
our major line and pur- 
posely adapted for store 
interior or store front 
display. (Indoor or Out- 
door). Molded in bold 
relief of lustrous Tenite 
Butyrate, for high quali- 
ty. Completely assembled 
with lamps, cord set and 
tempered hardboard back. 
All F. O. B. Marion, 
Indiana. 











GP-520 REINDEER. 
Face 52” long, 30 high. 
to be viewed from either side. Formed of heavy ing, life size reindeer. 
gauge Tenite II plastic in three dimension in natural color and 


A leap- 
Screened 
decorated 


bells and green blanket. 
the green panel. Bells are illuminated in_suc- when used in multiples with 


$31.00 oon. 


GP-540 STAR OF BETH- 
LEHEM. 54” high. Single 
Face. Molded white 
translucent Star that has 
8 points and 16 facets. 
100 watts. 
a 

ice ag ee 
GP-320 STAR OF BETH- 

LEHEM. 36” high. Single 

Molded white GP-500 CANDLE. Single Face 50° 
translucent Star that has High. Candle portion screened in 
8 and 16 facets. bright red; flame is yellow and 


120 watts. $13.75 base is screened gold. $23.50 


List Price 150 watts. List Price 


Single 





Length 25 ft. to 35 ft. depending upon spacing. Included with display: 10 
yards of 3” silver metal pine roping for reins, plus 5 outlet wiring circuit. 
Total wattage: 900W. Wt. approx. 60 Ibs. $2 0 
List Price pide . 


GP510-520-4A ANIMATED SANTA SLEIGH AND 4 REINDEER SET. 
The four reindeer set furnished with a five circuit control timer. The action 
of this control timer is the same as that for the 

& reindeer set. List Price $280.00 


GP-280 RED CHRISTMAS BELL. 28” 
high. Single Face. Bell is molded in 
three dimension relief of lustrous red 


Tenite Butyrate. $13 25 
« 


75 watts. List Price 


GP-360 RED CHRISTMAS BELL. 38” 
high. Single Face. Bell is molded in 
three dimension relief of lustrous red 
Tenite Butyrate. $22.75 


75 watts. List Price 


GENERAL PLASTICS CORPORATION 


1400 N. WASHINGTON ST. e P. O. BOX 747 e MARION, IND. e PHONE: 4870 
West Coast Office — 2377 California Ave., Long Beach 6, Calif., Phone 4-1710 


NOVEMBER, 


1954 
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PHOTO: FONSSAGRIVES 


OSS cad zasscatee— 
DISPLAY DESIGNERS AND MANUFACTURERS ec PORTSMOUTH, OHIO 








“SHOW o SHOWS”... 
a by MAHARAM 


_ Herm | VY a: on display at the... 
hi TEP. —\ HOTEL NEW YORKER 


ROOM 524 e DEC. 16-21 


See “ZULUMOBILES” 























NEW YORK: 130 West 46th Street 
CHICAGO: 115 So. Wabash (Wurlitzer Bldg.) 
LOS ANGELES: 1113 So. Los Angeles Street 
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RENDER FAST 


Krylon colors are the 


handy way to render 

_ samples, models, and 
Lr \ full-scale displays. 
r. F Dries in minutes. 


No brushes, no mess, 


, no time-wasting 
CHERRY clean-up. Good until 
RED | can is empty. 13 Colors 


SPRAY in 6-oz. or 12-oz. 


a x 4 Spra-tainers : 
a ape orenee, 4 
Pag, 1OF Maral, Weer @ Flat Black, Glossy Black, Touch- 
b,. ” Horeis, Dispiey® , : 7 

" Up White, Bright Aluminum, 
Bright Gold, Hunter Green, 
Regal Bive, Cherry Red, Chrome 
Yellow, Machine Grey, Light 
Gray, Baby Pink and Baby Bive. 
— 
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PROTECT 
LAYOUTS & ART 


The new Krylon 
Workable Frxatir stops 
smudging and dusting 
of charcoal, pencil or 


3 ° pastel drawings 

FIX ATIF ' and it’s clear, non- 

4 : flammable, and is easy 

| to work over. For 

Sc cHaacoat & permanent protection 

| * PENcit, ef | of sketches, artwork or 

: , exhibit entries, use 
famous Krylon Per- 
manent Crystal Clear. 


| 
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KILL GLARE AND 
REFLECTIONS 


4 f from photographic 

4 qip subjects this easy way 
4 a —with new Krylon 

7 DU LLING ’ DULLING SPRAY. Saves 
4 SPRAY / hours of arranging and 


fiddling with lights. 
Easily removed 
afterward by simply 
wiping. Proved in 
hundreds of studios. 


fer m . 
ing imiNatES qiatt 
= ™ 8h ECTING $ E 


KRYLON, INC., Dept. A2 
2038 Washington Ave., Phila. 46, Pa. 


“If you prize it- 
KRYLON-ize it” 


Please tell me about Krylon products for 
display designers and builders. 


NAME_ 





ADDRESS 


AVAILABLE FROM ART SUPPLY DEALERS, HARDWARE AND PAINT STORES OR USE COUPON 


poo 
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MANUFACTURER'S NEW SPECIAL OFFER 


Rock Bottom Prices Direct to You! 
NO JOBBERS SERVED 


Would advise to order now to avoid Christmas Rush ... MATERIAL WILL KEEP IN PERFECT CONDITION... 
Available in any quantity, color or finish 


WREATHS 


(As Shown) 
ea. $12.50 
ea. 17.50 
ea. 27.50 
ea. 40.00 


COLUMN SPRAYS 


(As Shown) 


ft.—Short Needle Pine ea. $25.00 
ft.—Short Needle Pine ea. 30.00 
ft.—Short Needle Pine _ ea. 40.00 
ft.—Short Needle Pine ea. 45.00 


LET US BUILD YOUR 
NATURAL PINE TREE! 


Long and Short Needle Pine — With or Without Cones — 
With or Without Snow or Frost 


Shipped Knocked Down; easy to pack away, easy to assemble. 
We can make color change for you any time! 


CRINKLY OAK (As shown in photos) 


... nice full selected branches with two coats of paint... 


SPARKLED FLOCKED SNOW-FLOCKED 


$10.00 doz. $12.00 doz. $17.50 doz. 
12.50 doz. 14.00 doz. 22.50 doz. 
13.50 doz. 15.00 doz. 30.00 doz. 
15.00 doz. 16.50 doz. 36.00 doz. 


BRACKETS TO FIT YOUR COLUMN 
$12.50 $17.50 


BIRCH — (left photo) 
SPARKLED FLOCKED SNOW-FLOCKED 


2 $4.00 doz. $5.00 doz. $6.00 doz. 
2' 7.50 doz. 8.00 doz. 9.00 doz. 
4' 10.00 doz. 11.00 doz. 12.00 doz. 
6' tree. 7.50 ea. 10.00 ea. 15.00 ea. 
8' tree _ 10.00 ea. 15.00 ea. 20.00 ea. 
FAWNWOCD BRANCHES 10' tree 22.75 ea. 25.00 ea. 30.00 ea. 


SNOW- BLACKWOOD BRANCHES 
SPARKLED FLOCKED FLOCKED SNOW. 


$4.50 ec. $5.50 ea. $7.00 ea. SPARKLED FLOCKED FLOCKED 


6.50 ea. 7.50 ea. 10.00 ea. $10.00 doz.  $12.00doz. $17.50 doz. 
12.50 doz. 14.00 doz. 22.50 doz. 
13.50 doz. 15.00 doz. 30.00 doz. 


ORDER DIRECT FROM THIS AD a 


TODA y! x $2.40 doz. $3.00 doz. $3.00 doz. 


NATURAL CREATIONS, INC. 


Show Rooms: 233 Fifth Ave., New York 16, New York Plant: Saddle River, New Jersey 
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PERMA JEWEL CLOTHS 
PERMA LAHM CLOTHS 
PERMA GLITTER PAPERS 


¢Guaranteed SHED PROOF 


Guaranteed TARNISH PROOF 
AT DRASTICALLY REDUCED PRICES 


Path 


oe 


No more tinsel shedding on merchandise .. . 


No more tinsel getting into your eyes! 


Ask for samples of RUBNER'S NEW SHED PROOF 
and TARNISH PROOF PRODUCTS .... from your 


favored distributor or jobber. 


There’s Always Something New 
5925 Broadway, New York 63, N. Y. 
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GREATEST BOOK ON DISPLAY 


Ever Published, Say Country's Leading Display Authorities 
NOW IN ITS SECOND EDITION 
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Endorsed by the country’s 


foremost display directors. 


PRICE +10 POSTPAID 


immediate Delivery! 
PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 
Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


...to make your displays sell more goods faster 
... it’s the kind of book you have been waiting for 
...it's a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 
help toward steady improvement and perfection in his work. 
For the experienced and professional displayman it is rich in 
display ideas and an invaluable reference work —in fact, a 
display library in itseli. Retailers, both large and small, will 
find it a positive guide to good selling displays. The author 
draws freely on his wide experience to explain each facet of 
retail display and shows by photographs and sketches the 
practical application of display techniques for modern displays 
that sell. Display problems and their solutions are explained in 
detail. It gives display a scientific background to make the 
medium of display more powerful and effective. Study the 
partial list of contents and you will realize that this is a book 
you MUST have. Its value to you cannot be measured by its 
reasonable cost. 


Order Your Copy NOW! 


DISPLAY WORLD, Cincinnati 1, Ohio 


[] Please send me postpaid a copy of DYNAMIC DISPLAY. for 
which $10.00 is enclosed. 
(] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $13.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders, except Canada, $1.00 additional.) 
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off on the right track 
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Take a tip from 
Baldwin-Lima- 
Hamilton— 


Here’s how Beaver Board was used in 
Baldwin-Lima-Hamilton’s display at the 
35th National Metal Exposition at 
Cleveland last fall. In the photo all 
panels, signs, column enclosures and 
the header (except for the cut-out 
letters) were made. of 
Beaver Board. 


Certain-teed 


There’s almost no limit to the ways you 
can use Beaver Board for effective, inex- 
pensive displays. Beaver Board is light 
as a feather—cuts clean as a whistle. 
It’s flexible, sturdy. It can be tacked, 
stapled, painted or printed. And it’s the 


Cortain-teed 


REG, U.S. PAT. OFF. 


reine 








Yi» ARDMORE, 


Quality made Certain . . . Satisfaction Guaranteed 


NOVEMBER, 1954 


Display built by Lewis Barry, Inc. 


most economical display board you can 
buy today. 


Beaver Board comes in *w. '4 and 3%¢- 
inch thicknesses with plain or pebbled 
finish: or there is Beaver Universal in 
1! ad — ss . ° i . 

6 or 's’’—in pleasing color combina- 
tions of green, tan or white. Write for 
a free sample now, and see for yourself 


how much Beaver Board can do for you. 





* Beaver Board isa registered trade name 
of Certain-teed Products Corporation. It 
is a brand name and should not be mis- 
taken for the general class of fiberboard. 











CERTAIN-TEED PRODUCTS CORPORATION 


PENNSYLVANIA 


Export Department: 100 East 42nd St., New York 17, N.Y. 
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The other day while going over some copies of the old Merchants 
Record and Show Window of 40 years ago I could not help but be struck 
by two things --first, the similarity of the display problems of that 
era with those of the present, and the development of the displayman 
as an individual in retailing. 


The same basic problems of display still prevail, just as they 
always will. Displaymen in 1914 were just as much concerned about 
their budgets and how to approach management for the extra money needed 
for a special promotion as their counterparts of today, for just one 
example. Through the discussions at every convention in those times 
there was a steady theme of how to get more recognition for display and 
displaymen, usually with the advertising manager of the store more or 
less in the role of villain. More problems could be enumerated, but it 
is enough to say that they have changed only in degree over the years. 


The big change has come in the displayman himself. From a man 
who was concerned almost entirely with learning or developing the 
techniques of his newly-important craft, he has become one of the most 
important executives of the store. The mechanics of his work have 
become elementary to him, and now he thinks in the broader terms of 
relating that work to the over-all affairs of the store. His responsi- 


bilities have increased accordingly, and so have his opportunities. 


Personally, I think the displayman has developed to the point 
where, of all the key-men of a store, he must be the most versatile. 
He must be, in effect, like the god Janus, facing in two directions at 
once. He must look inward at the store itself--its needs, its problems, 
and how the display department can best fit into the set-up for the 
betterment of all. And he must face outward to the shopping public 
and be able to interpret the store and its merchandise and policies and 
services to them in the most effective way. He must deal with the basic 
materials required for display, the paint, the tinsel, the wallboard and 
construction, and at the same time he must Know something of shopper 
psychology, the importance of local and national civic events, and more 
than a little about the fine arts. He must be solid enough to run his 
department in a business-like way, and still he must have a flair for 
the unusual -- even the fantastic at times. He must be a diplomat to 
deal successfully with all the people with whom he comes in contact 
each day. He must have something of the enthusiasm of a small boy when 


the circus comes to town, and balance this with the sober judgment of 
a man of business. 


It would be possible to go on and on, writing about the many- 
faceted nature of a good displayman. Even the word "versatile" seems 
weak and inadequate in describing him. On the part of management he is 
worth a searching, sound reappraisal, a salary commensurate with his 


importance to the store, and a position of esteem in the retailing 
picture... 


Several displaymen have expressed themselves to me recently as 
having reason to believe their budgets will be increased for 1955, 
counting on a business upturn for the coming year. Whatever the 
prospects for the next few months may be, (Continued on page 72) 
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Smartly Styled 


Sales inspiring Mm at a r a S 


This dramatic line is designed for one purpose—to help you 
increase your profits through the use of attention-getting, 
traffic-stopping displays. Be sure to investigate the exciting 
effects you can achieve with these colorful materials. 
Remember, now is the time to plan your new display pro- 
gram. Get your order in, or write us for brochure on com- 
plete line. Metal Goods Corporation’s high manufacturing 
1795 standards combined with their 35 years of production 


experience is your guarantee of superior merchandise. 
SANTA CLAUS | 
A lovable magnetic personality, from its realistic lamb’s 
wool whiskers to its rich red velvet suit trimmed in white. 
Has flexible arms and legs. Can be placed in practically any 
position. Comes in two sizes: 14”, $8.95: 21”, $17.95. 


497/00 


9” $1200 
EVERGLEAM GARLAND 


Brilliant fringed base metal, 
spun on heavy, flexible rope 
core. Fireproof, weather- 
proof. Available in variety 
of colors. 25’ lengths. 4” 


diameter, $7.00; 9” diam- > 
30” $1500 eter, $12.00. “ 


GIANT EVERGLEAM WREATH 


26" $goo Most unusual on the market. 
Made of glistening base- 
32” $1] 50 metal aluminum. Trimmed 


with colorful ball orna- 


GIANT EVERGLEAM SPRAY ™e"XIs and attractive metal 


bow. Fireproof, tarnishproof. 
Attractive, all - aluminum Individually packed. Avail- 
base metal. Full sweeping able in variety of colors. 24” 


branches set off with metal- diameter, $10.00: 30” diam- 
lic streamers. And trimmed eter, $15.00. 


with beautiful metal bow 
and sparkling ball orna- 
ments. Variety of colors. SILVER 


26” length $8.00; 32” length 
$12.50.” ee 2ft. %6% 


EVERGLEAM TREE > 3 ft. $1 15° 
Brilliantly-beautiful, with realistic spark- A ft. $1595 


ling foil branches. Perfectly shaped. Fire- 5 ft $5950 
proof, weatherproof. Virtually indestructi- ¢ 


ble. Stand is included. Individually cartoned. 7 ft. $8950 


i a i. ee Ce OO oe onl oll aa iol ay. am men, 


640 ROSEDALE ST. |_Qabts. 2-2. | wae 
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ohrbachs 


Display Tempo Steps 
At The New Ohrbac 


By CLARA BALDWIN 


Hiowever. 


is Hvorslev, plans a stepped-up 


(display TO! trie 


standpoint of frequency 
id that of 
hrbach’s display «i 


heightened 
c erect, 

r the companys new 
New York City. Mr: 


es there will be no 


street, 


any particular display on 
vindows may be pulled 
two notice, as stock turnover, 
ion, or other factors warrant. 
genera! pian is to change the 


34th street windows every 


In designing displays for the new Ohrbach’s, 


particularly in the four large and two smaller 
street, the 
ure the mood of the merchandise 


windows along 34th basic idea 


» { 

. on 
being feature Since the displays are created 
for much shorter time intervals than was pre- 
] 


viously ‘customary in the store when it was 


located on 14th street, from which location 
Ohrbach’s recently removed, and because of 


the different character of the trathe along 34th 


street, Ma 
sophisticated type of display. 


Phere are tour windows on the 35th street 


tivorslev is desie@nin more 


he store and those are currently used 
mens Wear trom store departments 

adjyacent to the entrance on that street 
Display for the interior has been cut to a 
minimum Phere are display areas atop 
several cases on the main floor and shadow 
boxes m certain areas throughout the stor 
for which the display department is responst- 
ble Also there 


tion of costumes on mannequins in several 


are platforms for spot promo- 


departments, as well as display boxes in the 
jewelry section on the main. floor. 

Interior layout and detailed decoration de- 
sign was handled by the Raymond Loewy 
Corporation. mn all six selling floors and in 
the basement sales room, stock cases, counters, 
and merchandise racks are arranged for the 
maximum display of goods, tor the greatest 
possible customer self-selection, and for keep- 
ing the floor space cleared to accommodate 
amass flow of trattic 

The Raymond Loewy Corporation, in its 
inimitable stvle, with clever, appropriate decor 
and wall drawings as well as with = color 
schemes suggested variation from department 
to department. Certain departments have 
more elegance or more formality for 
example, the Oval Room boutique, and the 
Garay Room where the room is carpeted and 
the walls papered in that shade. Others have 
an informal gaiety. Light colors are used 
with gay touches, such as the individual colors 
for the doors to each elevator One vellow, 
one green, ete. Support columns on. several 
Hoors have been individualized by each being 
a different tint. 

The use of light tones means a maximum of 
lightness and brightness. Lighting 1s of both 
incandescent and fluorescent types, with fix- 
tures being designed in keeping with their 


particular department. One window on_ the 


—At the upper left is one of the series of 

displays used when the store opened on 34th 

street... Upper right, part of the better dress 

section on the fourth floor At the left, 

from the second set of windows on the 34th 
street side— 
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—At the right, one of the most recent displays 

at Ohrbach's .. . Lower left, in the Oval Room 

on the fourth floor . . . Lower right, part of 
the shoe department on the third floor— 


main floor 
daylight to 
from street to street. 


35th street side 
the store, 
permitting 


is open into 
enter and 


of the 
allowing 
visibility 
The overall plan has been to keep areas as 
open as possible, and to assist the customer 
in serving herself. 
different variations of 
store. 


There are several 


self-selection featured in the (One 1s a 
from aéecon- 


An excellent 


clever help-vourself selection 

venient display ot merchandise. 
example is in the men’s department on the 
belts are simply hung from 
around a painted 
hooks are fastened into the 


breast high and completely surround 


tnain floor where 
column. ‘The 


about 


hooks LTA 
column 
spaced 
approximately 3 inches 


A second type consists of glass Cases where 


apart. 
the customer can see all the goods. kor 
shirts are 
counter 


men's hetter visible but 
are stacked under a shelf 


which has an open front so the customer may 


example, 


glass 


select desired items. 


ln most mstances, however. the stock 1s 


completely open to the customer, either on 


stacks on counters. But where 
selection Is) not feasible. 


visibility for 


racks or 1n 
such full there 1s 
almost 100 per 


of merchandise. As an 


cent each piece 


example in handbag 
display areas and in jewelry cases on the 


main floor, each item is given enough space 
that it stands out 


may see Clearly just 


in the showcase single 


unit so the customer 


what 1S avatlabl and make het selection before 


asking a clerk to hand her ally particular 


| wrapping — are 


item. 
ashter Ss Cages am 

placed at frequent an convenient location 

on all floors 

Policy of Qhrbach's 1 ver to 


Since it 1S a 


display merchandise 


Which 18 not fl 1] ly covered 
i 


by stock in all sizes, the several department 


] 


managers Whose merchandise is displayed on 


| 


mannequins are responsible for mak ng any 


necessary changes of costumes. Sometimes, 


because of rapid turnover, it may be necessary 


to change costumes on the mannequins two 


to six times per week. The display depart 


ment has furnished each such department with 
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plast.c covers wh ch can be slipped over a 


mannequin s being 
lf there is no time for a new outnt 
onto the time, 


cover which will conceal the 


head while a costume 1s 
removed. 
to be put 


there 1s 


mannequin at the 
large 


mannequin completely until such t.me as the 


department manager or the display department 


Mannequin in question 


s | 
' 
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can reouttit the 

Ohrbach’s d 
staff of ten: 
three for 


iv department consists of a 


1) 
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two in the shop, two in interior, 


windows, an artist, a fashion co 
oglitre s ~@ ’ } : 1 ‘ 
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under the hand 


present time the works 
cap of gett neg 
SOTTC- 
how, in and around and between, the heavy \ 
display schedule voes on without inte 
Mr. Hvorslev is 
efhcient and integrated setup for his 
had in the old store — th 


told in DISPLAY 


1950) issue. 


rruption 


working toward an even 
More 
department than 
which was 


March 


story of 


WORLD’s 











W hen 


Street to 


from 1l4th 


evel Vi rie 


(Ohrbach’s moved 
34th the firsi be cu 


upto Vii 


“What abo (Ohrpach prices: 
the fi Set window dis 
ied tor 


( jnrb ich 


asked 
lor that re 
plays Mr. 


showed the 


Was 
ASOT! 
store 


Horsley des 2 Te W 


character. stic price 
tag m blown-up s.: lif 
ferent media: one a 
band across the top, 
out with a painted 
hird featur: 
moved uptow 
fashion coats, 
trim, im anothe 
unted wood 
autumn leave 
simply 
Meanwhile 
sophisticated 
number 34 on all the subw: 
subway areas 


Mi 
PP ' 
[/ CaS 


played in 


furn 





$) 








New York Displays Stress New Season 


, , j | . P.@ 
w displays along Fifth 


AVCTIU Lad persuasive job of telling 


Womnel what th \ Wi nted to hear that 
| 


, ‘ ' a | , = | . 
if Was fig! Tinie te | new ciothes and 


ACCECSSOTICS SCs he fashions themselves 
were of special u t. most of the displays 
and sophisticated 
Of thos Howl ) e pages, only Saks 


Hifth Avenue piled up the brilliance of autum: 


were Talrly sin 


leaves to t of a promotion of its owt 
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mcomes: fashion 


By VIRGINIA ROEHL, 
Virginia Roehl Studio, New York City 


at-a-price tor the budget minded, and great 
elegance for the opulent 

In the Bonwit Teller window shown, Display 
Director Gene Moore stressed the latte: 
theme in the caption: “The season opens with 
a brilliant fanfare — Bonwit presents the Old 
Vie Company in ‘A’ Midsummer Night's 
Dream’ at the Metropolitan Opera House, 
September 21st through October 10th.” 

fhe proper Elizabethan atmosphere was 
created by scenes from the play, painted by 
Robert Davison from the original designs by 
Robin and Christopher  tlronside (second 
illustration). Done in misty blue-greens on 
unframed canvases, they were hung in wooden 


frameworks against grayed walls. The floor 
was strewn with thick brown paper dots to 
simulate the residue trom punched theatre 
tickets. \ red velvet skirt and bolero, 
sashed with a purple cummerbund = and 
frosted with a satin blouse and kid gloves 
bore out the “brilliant fantare” promise. 

For the other Bonwit Teller window 
reproduced here, (sene Moore created a Visual 
play on words with wit and drama. For the 
theme “Bonwit designer parts make up the 
whole,” he used paper mosaics applied to a 
frosted acetate background to make up an 
effective juggler standing on his hands and 
balancing a vivid basket of autumn vegetables 
on his feet. His hair was in tones of green; 
the fruits combined rusts, pinks, and a whole 
range of yellow from light to mustard. Mad 
Blach deserves credit for the 9-foot high 
mosaic, which was a stunning foil to a gray 
and white tweed suit worn with black and 
white accessories. White chips on the floor 
and a misty white plastic panel threw the 
brilliant mosaic into sharp contrast. 

Saks Fifth-Avenue was another well-known 
store to champion custom design in its oak- 
bordered window bearing the slogan, “Con. 
noisseurs choose our exclusive Saks tweeds 
for tried and true country tailoring.” 

Slender tree trunks seemed to have shed 
all their golden leaves on the flagstone floor 
A pair of capricious elves dressed 1n_ blue 
tweed to match the mannequin’s suit gathered 
the leaves into a huge basket and meanwhile 


—Upper left and left center, by Gene Moore, 
Bonwit Teller . . . Upper right, by Sidney Ring, 
Saks-Fifth Avenue ... At the left, by John R. 
Foley, Macy's... (All photographs by courtesy 
of Virginia Roehl Studio, New York City)— 
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—At the right, by Henry Callahan, Lord & 

Taylor . . . Center, by Edward von Castle- 

berg, Bloomingdale's . . . Below, by Luke 
Maletich, Gimbels— 


looked out to the public for approbation. A 
black jersey blouse, red hat, and black bag 
and shoes completed the costume, so ably 
staged by Display Director Sidney Ring. 

Macy's upheld the French designer’s skill 
ina window of Desse’s originals which bore the 
caption, “Macy's International Accessories 
Bazaar.” 

Display Director John R. Foley created 
the fiesta atmosphere with cut-out curtains of 
red and white stripes, gold fringed and draped 
at the box openings. A cement textured 
framework made a quiet background for gilt 
opera chairs, suspended by gold cords and 
laden with accessories grouped around the 
painted mannequin heads. Other accessories 
in red and black spilled over two of the 
ledges and floor, while the third box was 
used to display black and white accents. 

Ohrbach’s and Lord & Taylor used quite 
different, but equally effective, techniques to 
drive home the moderate price appeal of their 
fashions. 

Money was the motif which Henry Calla- 
han, display director of Lord & Taylor, used 
so amusingly in the window which proclaimed. 
“I’m in love with a wonderful store! because 
only the prices are budget on our. second 
floor . . . everything from the Budget Suit 
Shop.” 

Lach of the seven mannequins, dressed for 
different occasions, carried a= frank price 
tag, and bills and coins littered the tan matting. 
A large black inlaid box on the coffee table 
spilled over with money. More bills hune 
from the lamp shade on the marble-topped 
table at the right of the window. 

A huge white towel printed to resemble a 
dollar bill covered the green sofa in the back- 
ground. The eftective window setting at the 
left background was contrived with a_ black 
wood frame, covered, Oriental fashion, with 
rice paper. The fashions were carefully ac- 
cessorized and on the window ledge three 
heads were placarded with the query, “What's 
become of the turban? It’s joining East and 
West.” Scarfs and necklaces ot Lay colored 
beads brightened the turbaned heads. 

Display Director Andreas Hvorslev, of 
Ohrbach’s, suspended two huge old-fashioned 
watches to point up the caption, “It’s time to 
learn about QOhrbach’s low prices on smart 
college clothes.” 

Strands of yarn radiated from the time- 
pieces to floor and ceiling. Backwalls and 
floor were painted with wood tone splashes, 
and gilded leaves were strewn about the floor. 

Typical campus togs—a_ red corduroy 
jumper and white blouse, a Scotch plaid kilt 
in navy and green with a navy jersey and 
white cardigan, black slacks with a red cardi- 
gan and a black jumper with a white jersey 
blouse — gave emphasis to this timely display. 
(For a photograph of one of this series of 
windows, see page 22.) 

Bloomingdale’s accented native ability in its 
battery of windows, “A Bloomingdale's Salute 
to American Designership.”’ 

Display Wirector Edward von Castleberg 
surrounded an oval cutout in white with black 
wrought iron scroll work in autumn leaf 
design. Black lettering on a white ground 

[Please turn to page 57] 
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UNNING the display department 
lit Brothers, Philadelphia, is 


presiding simultaneously over three 





Broadway productions with a couple ot 


television shows on the side [he success 


} 
1} 
of Lit’s window and interior display in 


the Eighth street main store and the three 
branch stores, Upper Darby, Northeast, and 
Trenton, demands organization, expert di 
rection, complete coordination, clockwork 
accuracy in timing, and the cooperation ot 


involved 


Comertord, display director, 

ni vho pushes the buttons and pulls 

the strings which make all the various ele 
ments ome anh (Comertord Savs, 
‘It’s 1 wh he department 


Cooperation And Coordination 


x Their ideas and the way they cooperate 
ep ey oS. 7 spell out our success.” But any efficient 
Pn & ‘tia 3 cap : . successful Ope4»nr. ti ) 7 “ds OrTrgv< 1; nti. { () 
a . peration needs organization from 
3 : the top down, as well as cooperation 
throughout. The men who work with Com- 
erford would be the first to give due credit 
to his organizational ability. He has been 
in Lit’s display department for 22 years, as 
display director for the last ten years. His 
consistent showing among the award win- 
ners in DISPLAY WORLD’s annual Inter- 
national Display Contest (second place in 
1950 and 1951, fourth place in 1953) and his 
winning record in other local and national 
display competitions are further evidence 
of the knowing hands which guide his de- 
partment. 

“Spring Lit Week,” a huge annual store- 
wide price promotion which ran during the 
last week in April this year, provides a 
good example of the tremendous scope and 
complexity of the display job at Lit Bro- 
thers. The “Lit Week” story was_ told 
display-wise in all 65 windows of the block 
square store; in the 15 windows of the 
Northeast branch; in the 13 windows of 
the Upper Darby branch, and in the 27 
windows in Lit Brothers, Trenton. = In 
addition to windows, the stores featured 
“Lit Week” specials in all interior display 
spots. 





To plan and execute 120 window displays 
and hundreds of interior displays so that 
the display story is coherent and effective 


i oe is no mean job of organization and direc- 
Ky SV ee tion 
“4 ‘ Ql. 


WITHA | “Lit Week” windows were grouped in 
Gift a banks of related items so that the sequence 
. | would make sense to people walking past. 
These groupings included home furnishings, 

major appliances, fashions, children’s wear, 

accessories, men and boys’ clothing, furn- 

ishings and accessories, and outdoor items 

(auto accessories, toys, garden furniture, 

etc.). The Subway Store windows showed 

merchandise arranged in similar related 


—Interesting props and backgrounds are used 
for men's apparel windows, as seen above... 
Center, an idea of the window treatment for 
the arnual "Spring Lit Week" store-wide event 
. . « Left, one of the Mother's Day displays 
described in the article— 
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} 


Following the procedure of planning and 
executing a single promotion will give a 
good idea of how the department functions 


About three weeks before the “Lit Week” 
displays were installed, merchandise man 
agers and display department personnel be 
gan to think about the promotions which 
would tollow the store-wide event. Like 
almost all promotions, the general themes 
were pretty much determined by the time 
ot year, special dates, national advertising 
programs, and local civic campaigns 
Mother's Day was coming up and that ob 
viously would provide the theme for one 
set of windows and interior displays. The 
semi-annual Homemaker’s Show, which 


[Please turn to page 60] 


Key-Note Display At Lit's By FLORENCE W. BREWER 


categories. This use of banks of windows 
planned around a unified merchandising idea 
is one of Tom Comerford’s basic principles 
of display and is used wherever possible 
in his planning. 

Another firm principle of (Comerford’s 
administration of the display department is 
the use of identical themes, backgrounds 
and properties in all windows and interior 
spots of both main store and branches. This 
not only increases efficiency in. planning 
and execution and saves time and money, 
but also concentrates the full impact of a 
promotion for customers who may _ have 
occasion to visit more than one of the Lit 
Brothers’ stores. 

While this tremendous “Lit Week” store- 
wide sales effort was in progress, the be- 
hind-the-scenes activities were proceeding, 
as usual, full steam ahead. Comerford and 
his staff were deep in plans for the May 
White Sale, Mother’s Day, a Homemaker’s 
Show, the opening of the Sun and Surf 
Shop, summer sportswear promotions, 
Armed Forces Day, and the installation ot 
giant banners announcing the future new 
Lit Brothers to open in Camden in the fall 
of 1955. 

The amount of work accomplished by the 
Lit display department is the result of the 
efforts of a highly capable and efficient staff. 
Comerford has three assistants — window 
display manager, interior display manager, 
and Subway Store display manager (who 
handles both window and interior displays 
in the Subway Store). There is a branch 
display manager in each outlying store who 
acts as working supervisor. In the big 
workrooms of the department are expert 
carpenters, painters, sign shop operators, 
and a hand-letterer. All hand-lettering for 
the Philadelphia store and the Northeast 
and Upper Darby branches is done here. 
Lit Brothers in Trenton has its own hand- 
letterer. 


—At the top of the page, the big Van Gogh 

exhibition at the Philadelphia Museum of Art 

inspired this dramatic fashion tie-in display 

. . . Center and right, clowns and circus tents 

carried out the earnival theme for Lit's 

"Homemaker's Show" for both interior and 
windows— 
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ground was an almost black dark gray. 
Tables displaying the artificial vegetables 
were painted white, and the fashions were 
black with touches of white. 

One of the freshest, most imaginative ap- 
proaches to the back-to-college theme was 
Stanley Thompson's series of windows. at 
the May Company-Downtown. Each win- 
dow was a scene within the main “Curtain 
Going Up on Campus Theatre” theme and 
showed a phase of a theatre or college play 
production. A curtain was draped back on 
one side of each window, and an overhead 
marquee sign flashed on and off. But be- 
sides that, each scene in each window was 
strikingly tresh and different. For ex- 
ample, the store's main corner window had 
ten mannequins “back stage” or in the 
process of painting large, white scenic flats. 
lkach mannequin carried a paint brush, and 


Ideas Enliven Los Angeles 


By HOWARD KUHN 


: ' espe en tat ae 
displavinen TESS 
’ - 3 eeeee? eee e 
‘ 
tne | a 
a 


| 


lal nature 


year it 


ys on Wilshire, play 
William Meissner and Don Elliot 


la series ot black and white summer- 


all tashion presentations and indescrib 


heightened the note of sophistication 


‘ 


1 ] : 
the tood shopping situation scene 


| 


he mannequins selecting ti 
and white predominated 
ettective contrast. At the sides were 
black an vhite wing panels backed with 
black, semi-transparent buckram. The back 
the flat she painted was an exact match 
for her fashion ensemble. This was a 
INTRODUCES majestic sports wear promotion and stressed 
the fall colors of pumpkin, lime peel, red, 
POPPYTRAIL WARE amethyst, and turquoise. Photographic blow- 
ups of the store’s college campus advisers 
one were in casual positions, as if rehearsing 
their lines. 

\ subsequent window in the series was 
titled “Auditions,” and two tashion figures 
were seen auditioning alongside a spotlight 
and theatrical panel. Another was called 
“Wardrobe Fitting,” and it presented four 
fashion figures in a scene including a seam- 
stress on her knees, with measuring tape 
and pin cushion. Other windows continued 
and extended the “Curtain Going Up” sub- 
ject to opening night fashions, and “Rainy 


—At the top of the page, by William Meissner, 

Ohrbach's . . . Center, by Stanley Thompson, 

the May Company-Downtown .. . Left, by 
William C. Lambert, Barker Brothers— 
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—At the right, by Paul Smith, J. W. Robinson 

Company-Downtown . . . Center, by Damar 

Myers, Robinson's-Beverly Hills . . . Below, by 
Henry Jampol, Haggarty' s— 


Day Matinee” presenting rain wear and um- 
brellas. 

A noteworthy window at Barker Brothers’ 
downtown store was W. C. Lambert's en- 
largement of the amusing pottery design 
“Street Scene” on a pink seamless paper 
background. Echoing the street idea were 
two white wrought iron gates. White 
gravel, brilliant green grass mats, and 
mustard color walls emphasized the bright, 
cheerful mood. The pottery itself was dis- 
played in pleasant arrangements of pattern 
and design on wrought iron tables in the 


ee 
window foreground at both sides of the 
gravel path in the center, which forcetully 
attracted the eye to the enlarged illus- 
tration of “Street Scene.’ 

At J. W. Robinson's downtown | store, 
Display Director Paul Smith's back-to- 
college series of windows pivoted around 
the theme “A Reference Library of Cam- 
pus Fashions, indexed by Mademoiselle.” 
The key window in the series suggested a 
reference library, with three students and a 
librarian at the three-dimensional painted 
12-shelf library racks. A pleasant change 
ot elevation was accomplished by includ- 
ing a library shelf ladder and placing the 
librarian on its first step. The new Middy 
Look was featured in the teen-age fashions 
presented. A school desk, chair, globe, and 
school supplies along with opened copies 
of Mademoiselle completed the scene. 


Subsequent windows were delightful varia- 
tions of the “Reterence Library for Campus 
Fashions” theme. Some were as if finger 
indexed pages had been taken from “Made- 
moiselle’s new Collegiate Dictionary.” “J” 
for jackets, “H” for hats, and one titled 
“S . . . tor shine—to impress at tormal 
functions.” The rolled dictionary pages 
were angled and subtly directed eyes to- 
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ward the date dresses and formals on three 
figures which were interestingly placed at, 
above, and below evye-level. There was an 
accessory grouping in the toreground, 
opened copies ot Mademotselle, and = a 
mounting of photographic blowups of girls’ 
campus advisers to the store on “Deca- 
Poles” at the right. 

A long week-end, play clothes, and hostess 
gitts themed a store-wide promotion at J. W 
Robinson's Beverly Hills — store. lamar 
Myers had three high-fashion windows for 
this last “big fling” stretching summer into 
tall, which is easy in Los Angeles as Sep- 
tember is regarded as the warmest month 
of the year. Fashion and scene colors were 
predominantly red, white, and blue. The 
mannequin held a bamboo pole, and _ the 
copy card was placed within the outline of 
a wire fish. Hostess gift suggestions were 
thoughtfully arranged at the base of the 
display, instead of the usual complementary 
accessory grouping. 

A tashion display that lifted spirits and 
sales was Henry Jampol’s at Haggarty's, 
downtown—"‘We're plum crazy about Pinks 


[Please turn to paye 71] 





P romotions.. . 


by Tectts ehring 


Display Designer and Consultant 
New York 


Arrangement: This tirst ot the social season 
lisplays consists of two definite units in pleasing 
‘ maemer T. 

Properties: A group of small tables is arranged at 

the right, eacn displaying a wine bottle and a 
Mannequin, in evening attire, is seated at 


+t the tables. Copy card is shown in lower 


Arrangement: This lingerie display consists of one 
definite unit. It is unusual in its presentation. 


Properties: A torso, showing an eye-catching nylon 
half-slip, is arranged in a skating position. Two 
wires are fashioned into legs with cut-out skates. 





Arrangement: ‘Going South for Christmas’ sug- 
gests this display of play clothes. It is made up of 
two definite units. 


Properties: Santa appears to be taking a siesta 
beneath a colorful beach umbrella. The two man- 
nequins are showing the latest togs for Southern 
resort weor. 
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COMING UP 


SMOSH: 


Arrangement: This men's Christmas gift display is 
made up of three definite units, all closely related. 


Properties: The center unit is a Christmas tree cut- 
out revealing small gift items. The tree is topped 
with a brilliant star. Two smaller decorative trees 
are shown marked ‘Gifts.’ 
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Arrangement: Two definite units are noted in thi: 
men's formal wear display. 


Properties: A leaning lamp post is placed against a 
background studded with stars. Two formal suits 


are shown with accessories arranged below. 


Arrangement: Two units make up this reminder to 
Do Your Christmas Shopping Early.’ 


Properties: A ‘arge mail box to support boxed 
packages is used in this display. Mannequin with 
package under arm is seen approaching box. 





pid) Is 


orative Christmas display 


spires the holiday spirit, unifies store 
personality, and puts customers in a more en- 
this 
displays are both inspirational 


thusiastic buying mood. In sense “art 


for arts sake ig 


and functional because they serve a_ selling 


purpose [he more attractive the entire store 


appearance during season, the 


Holi- 


day store decorations and display are a com- 


the holiday 
more gratifying the desirable prestige. 
store wants to be a 


Which 


petitive challenge—everys 
conversation piece in each community 
is good, and keeps us all on our toes. 

But the spirit 1s 
more practical than esthetic. 
to be both 


competitive necessarily 


Ketailers strive 


merchandisers and show men. 


[tee tt ge ets, Fate 
: h. 


inspirational The 


ing More Sel 


Knthusiastic comment, rave notices and end- 
less columns of good publicity for the 
spectacular Christmas store” of the 
would be cold comfort 1f 


“most 
SCasoll 
November- December 
figures took a dive. That is where objective 
displays step in and go to work — all tinseled 
up and sparkling because a bright selling 
idea shows through. 

Objective displays are planned with a 
where the selling 1s 
rugged, the resistance wary, or the competition 
stiff. Such = displays 


pull “reluctant” 


purpose, such as selling 
particularly 
problems and 


they : 


solve 

action when 

customers to give attention to 

merchandise off the beaten holiday path 
prod double unit sales 


COoaX 


serve here and 
now the inevitable purchase that tempts pro- 


crastination 


as reminders to buy 


persuade customers to avail themselves 


of a service because an idea suggests time- 
saving 

make it easy to see, 
typical gift items 

peg future profits by 


certificates 


handle and buy 
selling more gift 


retain their holiday spirit and trigger 

the resort season. 
Any one of these is a good trick if you 
can do it. Many stores do with ideas. 
Let's take a look at how Findley Williams, 
store planning and display director at Sears, 
Roebuck & Co., accomplished several desirable 
things to aid selling off the 
gifts. 
is made jolly and 
approving, delighted 
life and 


holiday path 

lirst, the idea 
pleasure-giving by = an 
Santa 
twice as natural. 
fact that the 
and the target refrigerators. 
the display. 


refrigerators as whole 
(Claus as big as 
There's no over- 
(Christmas 
Santa dominates 


looking the idea is 
The gift idea is glamorized by 
adding decorations to the refrigerator itself. 
And the gift idea is furthered by a grouping 
of attractively wrapped gift boxes at the 
forefront of the display. This bit of subtlety 
also suggests that exciting small gifts should 
accompany the gift of a refrigerator, to assure 
the proper spirit. This hint 1is_ particularly 
appropriate because the card copy is beamed 
to husbands. The card copy reads: 
a Coldspot.”’ 

And Owensboro, Ky., to 
illustrate how Lou Weisbrook, display director 


“Give her 


now we go to 


—Upper left, from Sears, Roebuck & Co., 
Chicago . Upper right, by Lou Weisbrook, 
S. W. Anderson Company, Owensboro, Ky. 
. . . At the left, from Dennison's, New York 
City . . . (All photographs by courtesy of 
Retail Reporting Bureau, New York City)— 
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Into Christmas Displays 


of S. W. Anderson Company, spurs double 
unit sales and at the time relates the 
suggestion both literally and figuratively. To 
begin with, the foil-wrapped tubes, simulating 
Christmas candy sticks, are arranged in a 
flat half-circle to form the background for a 
Christmas promotion of slippers and 


Same 


shoes. 
The double-duty, suggestive selling touch is 
introduced by using stocking boxes, speared 
on the peppermint sticks, as display shelves for 
A New Year's party 
hat, perched on a fir-decorated spiral fixture, 


the slippers and shoes. 


nudges footwear fashion consciousness as well 


—Top left, from Gimbels, Philadelphia .. . 
Top, right, by Jules Weigel, Gertz, Jamaica, 
L . . . Directly above, by William 
Blackburn, Bullock's-Wilshire, Los Angeles .. . 
At the right, by H. Caputo, Sattler's, Buffalo— 
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as gift slipper awareness and creates desire 


for new shoes to wear to holiday parties 
and also forecasts the coming spring season. 
We now come to Dennison’s, in New York 
City, for an example of how to remind cus- 
tomers to “buy here and now the inevitable 
purchase that tempts procrastination.” Buying 
Christmas tree ornaments is an annual duty 
for most customers and usually they tend to 
put it off in the press of gift buying. A 
display like this demands attention and by its 
very quantity impression that it 
should be easy to make selections of 
ments where the = stock 
motif is a gondola afloat on a sea of 
Christmas balls. The cargo is a trimmed tree 
plus boxes of ornaments, and ties-in with the 


its 


tOR 4 


suggests 
orna- 
The 


blue 


is so ample. 


By IRENE MILLER 


theme of the card copy: “Beautiful Ornaments 
Imported From Italy.” There may be 
to this than meets the eve 


more 
\gitation against 
some imported tree ornaments could mitigate 
against all imported Here, the 
country of is promoted and made a 
selling point. 

Next we 


ornaments. 
origin 


Gambel Brothers, 1m 
Philadelphia. A three-dimensional wall mural 
puts an angel on the 
wrapped gift packages out of a 
plenty. The “Gift Wrap” 
picks up the idea in gay lettering. 
gift-wrapped packages show what the 
has to customer 


come to 


wing, spilling gayly 
horn of 
identifying sign 
Sample 
service 
selection 


offer and make 


quick and easy. The idea that suggests time 


[Please turn to page 66] 
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DYNAMITE BLACK ¢ 


Varied Themes Characterize 


HICAGO recently held the formal 
opening of its 2,300-car underground 
garage, which for two years has been 
construction. It is located directly 
Michigan avenue and permits stores 
the street to have openings into the 
garage from their own lower levels. It runs 
from Randolph street to Monroe, with en- 
trances and exits reached by escalators. 
The garage is built on two levels and 
because of its proximity to State street 
stores, only two blocks away, it is expected 
to bring much more business into these 
emporiums. Before the garage was opened 
in September, one had to park outside the 
Loop. This month there will be two garages 
opened for down town shoppers with special 
prices for certain shopping mid-day hours; 
both of these are municipal structures and 
follow the plan used in several cities. The 
addition of this space has already added to 
the importance of shopping during the even- 
ing hours as well as during the early period 
of a morning. 

At the time the new garage opened there 
was much conversation and front page stories 


under 
under 
along 


34 


and pictures on “Chicago Unlimited.” This is 
the result of a contest which Carson Pirie 
Scott & Co. staged as part of its Centennial 
celebration, to seek ideas on how to improve 
the Loop area (a mile-square section in which 
all the large stores are situated). The prize 
winner was a group of young New Yorkers 
who had worked from maps and plats of the 
city, but did not see it until they came to 
claim their award at a formal dinner. There 
was such high interest that all the sketches 
were displayed for several weeks in the Art 
Institute. 

The World Council of Churches, while 
holding all of its sessions in Evanston, next 
door to Chicago, also was of display interest 
for all stores in Evanston had windows per- 
taining to the theme, ranging from a com- 
prehensive Bible display to the flags of the 
nations’ delegates attending. 

The school year opened with a heat wave 


—Upper left and right, by Clement Bradley, 
Carson Pirie Scott & Co. . . . Lower left and 
right, by Carl James, Mandel Brothers— 


and before one could recover from that effect, 
the mercury skidded to 40 and business in fur 
coats boomed. Naturally all displays reflected 
both these events and combined with the 
many special newspaper editions on fashions 
for men and women to get the local season 
off to a good start. 

Foremost among the windows on State 
street has been those for smart millinery. 
Carson Pirie Scott & Co. used the phrase, 
“A Man Prefers a Lady in a Hat,” and proved 
its point with six windows featuring name 
designers. The backgrounds (first photo- 
graph) were hand-painted on canvas in the 
store’s studio and some of the windows had 
gates or arches as if giving an invitation to 
enter and select a hat. The motifs of the 
decorative features included straw grass, beige- 
gray fruits, pheasant feathers made into bou- 
quets, and background drapes of either un- 
bleached muslin, natural color, or burlap 
painted black with fringed ends. The back- 
ground colors were beige, soft green, pale 
yellow, blue and pink. Clement Bradley is 
display director. 


A second Carson window was a dramatic 
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Chicago Window Displays »=sows 


one to 
featured as 
Your Feet.” 
ing for simplicity in backgrounds and accent- 


center attention on shoes and was 
“Step Ahead— Style Goes to 
Carson's, incidentally, is striv- 


ing the items displayed. Both the hat win- 
dows and that of the shoes produced excep- 
tionally good results, it was said. 

Mandel’s sponsored the theme of “Cordon 
Bleu” both in window and in_ newspaper 
advertising. The third illustration shows one 
of the windows. Another Mandel display 
traffic-stopper was that of the French frock 
copies, with delightful imagery in drawings 
at the back and the modern tree that serves 
as a foreground focal point. The whole 
atmosphere of the window was that of child- 
like interest in the world. 

Next seen is a Mandel’s window in which 
a man seems to be making the statement: 
“T like women who wear hats,’ and at the 
same time several hats were shown as types 
which men like. Carl James has been using 
the Mr. and Mrs. theme in a number of win- 
dows, by the way, with good effect. 

When Goldblatt’s opened a Junior Deb 
shop, the window seen next was planned to 
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attract attention to it, and John Boghosse 
found that the corn husks and grass were 
sufficient in the way of props — except for the 
igloo with its cold, bare branches, which 
directed one’s mind to cooler days and aroused 
fur coat interest. 

The Fair followed a line of presentation 
which combined the idea of career and college 
in the same window. In a series of four 
windows, one featured the man returning to 
the campus and the girl back to the office, 
and then in the next window the girl went 
back to the campus and the boy to work. 

“Button, button, who's got the Button?” 
might well have been the theme for a window 
in which Reed Schlademan and his assistants 
at The Fair stressed the style importance of 
buttons for this season. Color dominated the 
window, and buttons were grouped to form 
interesting designs on what appeared to be 
little pin-cushions of red velvet, set in a band 


—Upper left, by J. Boghosse, Goldblatt's 
. . . Upper and lower right, by Reed Schlade- 
man, The Fair . . . Lower left, by Carl James— 


of filigree gold. The background was 
dramatic, with birds, bees, and animals done 
with buttons and gay yarns adding tails, manes, 
or wings. “Buttons, Buttons, we've got the 
Buttons” was the story the window told; a 
smart fabric drape gave emphasis to the fact, 
as did the sewing basket. 

Simplicity was accented in a window at 
The Fair showing how one might well escape 
some of the ill effects of hay fever by invest- 
ing in an air-conditioning device (not shown). 
The results from this display, according to 
Schlademan, were far and above what had 
been expected. who had _ gone 
through the hot weather without suffering too 
much found that the first fall winds brought 
on sneezes and the window arrangement sug- 
gested a way to avoid much of the unpleasant- 
ness. 

Chicago’s school year varies from the first 
of September to that of October, so that school 
and college fashions continued to be featured 
quite recently, as shown by the display from 
Henry C. Lytton & Co., which now shortens 
its name in advertising to Lytton’s. The 

[Please turn to page 70] 
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For The Smaller Store 


OME of the smaller stores do not plan 
their 
possible minute, and with this in mind | 

was asked to devote this month’s page to some 


Christmas displays until the last 


display ideas which would be of help to them. 
The main problem in working up displays 
for the store which must operate on a limited 
display budget is making sure that they can be 
built and installed at a relatively low cost, 
else they fall into the wishful thinking cate- 
gory. The display shown here can all be 
installed at minimum 
(A) The giant Christmas candle theme 1s 
always an attractive one, especially relative 
to ladies’ fashion or gift item displays and it 
certainly can be installed easily at low cost. 
The heavy card tubes can be purchased from 
most display supply jobbers, sized up to 10 or 
12 inches in diameter and 8 and 10 feet in 
length. First, cut the circular end sections 
out of scrap pieces of plywood or pine board 
and nail in both ends of the tubes as indi- 
cated. Then nail the tubes onto a wood base 
and the unit is ready to paint a_ bright 
Christmas red. Wax dripping from the top 
of each candle can simulated by 
smearing on a heavy coat of wet plaster-of- 
small nails or straight pins driven into 


cost. 


easily be 


paris ; 
the card tube will hold the plaster in position 
when dry. At low additional cost, each can- 
dle can have a light socket attached to the top 
with a cord running down through the inside 


of the tube; a flame-shaped electric bulb can 
illuminate candle. A 
button flasher can be inserted in each socket 
so that the light bulb will flash on and off. 
The large size holly leaves can be cut out 


be used to each small 


of sheets of heavy green foil card and the leaf 
veins can be scored by using a small pointed 
stick. Cut the holly berries out of red foil 
card and tack them and the green foil holly 
leaves in position as shown. 

The window hackground can be covered 
with giant width white paper which will snap 
out the bright colors in the gift merchandise 
on display. An alternate color scheme would 
be to cover the background with royal blue 
paper; this will be found very effective against 
the red candles and green foil holly leaves. 

(B) Children love trains and Santa Claus 
and this etfective cut-out embodies the eye 
appeal of both. Your local sign man can 
furnish the unit cut out of wallboard and 
painted in brilliant colors; the squared off 
drawing will enable him to draw the design 
to any required size. 
play shop relative to the cost of having the 
unit embody motion, which will add a great 
deal to the entire display; the Santa head can 
be attached to a_= small pendulum 
motor so that it will rock back and forth and 
at the time the motion will cause the 
hand to pull the bell. This feature can be 
secured at low additional cost and it will pay 


Consult your local dis- 


electric 


Same 


As Reported by JIM KILEY 


you to check on this—motion always attracts. 


A number of the same suitably sized cutouts 


can also be used for store interiors, on columns 


Or On} ledges up ove;r the side wall nxtures. 


The modern design trees shown at each side 
of the 
heavy 


sheets of 
with red plywood 
indicated \ 
sized sheet of plywood nailed on a 


window can be cut out of 
gPreen foil card 


shelves nailed in position as 
suitably 
l- by and 
cotton can be used as a slope displayer for all 
manner of toys. 

(C) another cutout 
your local sign man can provide and it will 
attract attention to and stimulate the = sale 
of wheel and bikes. It can be cut 
out of wallboard or 


plywood and painted 1 
bright colors. 


(D) This cutout can be 
entrance to your Toyland, or a 
them signed “Visit Our Toyland 
land Now Open” can be used around the store. 

(i) This cutout 
and display uses—a 


2-inch frame covered with white 


This 1s eye-catching 


goods 


spot the 
number of 


used to 


or *'Toy- 


hundred 
snow flake 


shows a with a 


one white 
Draw the design on a sheet of heavy 
card or wallboard and cut out, 
give it a thick coat of 
on silver flitter. 


design. 
paint white or 
ordinary glue and 
throw 

(i) Another useful cutout; it can be 


to nelp sell sporting goods 


used 
This cutout show- 
plus 


pair of skates 


page 69) 


ing Santa trying out a 


[ Please furl to 
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Displays By Schwartz 


The touch of the unusual which Allan L. Schwartz, display 
director of Jackson's, Oakland, Calif., injects into furniture and 
house furnishings displays is evident in these five examples of 
his work. 

First is one otf two recent floor covering windows, of 
which he says: “We were very pleased with the attention and 
sales received trom these windows. \ good combination ot 
advertising and display proved once again that the two have a 
very definite influence on today’s shoppers. We sold out our 
complete stock of the carpeting in one day, which was a large 
amount. It made necessary the pulling of the window in a matter 
of three days instead of the usual schedule.” 

The display at the upper right featured imported bowls and 
HOUSE & GARDEN SAYS COLOR |S THE ANSWER sake sets. The background was a Shoji treatment with Japanese 

rice paper with imbedded maple leaves. The frame was painted 
(ommodore blue to match the blue felt used as a flooring. Side 
wee walls were bone-white. 7 | | 

At the left center is a display which featured the House & 
Garden color story. The walls were flat white, with off-white 
carpeting on the floor. A contemporary love-seat was upholstered 

WTTITTT in natural flax linen, with throw pillows of rust, brown, and 
| Wit | \\H- —_- white. The small hanging diamonds were all the various colors 
| es te from the House Ww (garden color story. 

At the lower left 1s a window which featured Bahama chairs 
suspended on pink wallboard circles. The chairs were covered 
in white, pink, and turquoise Madagascar and had black frames. 
Fish net and walls were white and the wood chips on the floor 
were the same shade of pink as the suspended circles. The 
circular reader on the floor was gold with white letters. The 
fish were painted on the glass in black and pink. The linear 
string running horizontally across the window was black. 

Finally is seen a display teaturing indoor-outdoor contem- 
porary furniture. For this the wall color was a brilliant burnt 
orange. The ceiling was white, and the floor was covered with 
gray mica. Low Shoji screens had black frames with bleached 
muslin stretched within them. 
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Tekwood gives you 
3-ply strength for permanent 
displays at low cost 


Pre-finished Tekwood, available in a 
range of standard or custom colors, 
eliminates extra handling and at 
least one spray operation. Pyroxylin 
tinish is permanently color-fast. 


Tough Tekwood—U.S. Plywood’s remarkable lami- 
nate— stands up to daily use in displays for 6 months, 
a year—even longer .. . its easy fabrication means 
production economies... . pre-finished variety offers 
additional savings. 





" cial , 3-ply construction of Tekwood consists of a hardwood core 
Self-hinging counter displays are made with Tekwood by simply with linerboard facings resin-bonded to both sides. Smooth 
cutting through two layers, leaving the third layer as the hinge. on both sides, rugged Tekwood won't split, dent or buckle. 


Save on die-cutting. Die-cut Tekwood’s clean, smooth edges 
need no finishing. And when high-speed presses are involved, 
you can save up to 50% in cutting expenses compared to 
costs with harder materials that dull dies and slow up pro- 
duction. 


Versatile Tekwood can be sawed, holds nails, staples, screws 
and tacks. It’s easy to form hot or cold with standard bending 
machinery with or against the grain, or on the bias. Its 
smooth surface is perfect for any painting or printing process. 


Send coupon for free sample of Tekwood in regular or pre- 
finished type. Both varieties are available in various grades 
and colors at any of the 73 U.S. Plywood or U. S.-Mengel 
Plywoods showrooms located in principal cities. 





SPECIFICATIONS: Standard sheet sizes 48’’x 48” and 48x 96”. 
Standard grade Ye" thick. Weight—445 Ibs. per 1000 sq. ft. 
Special colors, sizes, and thicknesses to meet custom specifications. 


+ 











Sturdy Tekwood in regular or pre-finished type is perfect for per- 
manent displays like this that are expected to look fresh and new 
indefinitely. 


Tekweood 


{ product of 


UNITED STATES PLYWOOD CORPORATION 


World's Largest Plywood Organization 








UNITED STATES PLYWOOD CORPORATION 
55 West 44th Street, New York 36, N. Y. 


Please send me a sample of Tekwood [[] regular ([] pre-finished together 


with a data sheet and latest price schedule. Please have a salesman call 
with full details [] DW-11-54 


and U.S.-Mengel Plywoods, Inc., Louisville, Kentucky 
In Canada: Weldwood Plywood, Ltd., 
Montreal and Toronto 
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New Store Puts Display To Work 


LOUSNESS,. beat 


nce are key-noted in Burdine’s 


Customer 


Hoor department store which 
in West Fla. 


novations have been used to gain 


recently Palm Beach. 


most notable being the 


H0-toot girders to 
Many 


and 


Sup- 
col- 


mto 


and root vertical 
distract views break 


have been viving 


and 


eliminated. 


broad vistas ot dignity 


the beauty touches throughout 
and other 
paintings 
Above the 
example, are 
Above 
in a cloudy and 


mystical atmosphere are babies’ taces. 


displays 
with 


walls above 


covered mural 
the departments. 
department, for 


designs ot sea creatures. 


the maternity department 
give the 
pace. Wall 
mens departments are 
done in antiqued chestnut wood set off be- 
low by treatments. In the men’s 
footwear department, for example, the back- 
ground is comprised of a “floating” panel 


Variations in other decorations 
interiors a pleasing change ot 
sections above the 


special 


40 


of colorful stone, flanked by cypress knees 
above a planter filled with lush tropical 
plants. 

A clever idea in men’s clothing department 
arrangement is carried out through the lo- 
cation of the Varsity Shop, seen 1n_ the 
at the upper right, adjoining 
the men’s Suit Shop. Young men customers, 


photograph 


who wear the size 32-42 suits and slacks in 
the Varsity Shop, will eventually “gradu 
to the larger sizes in the Men's Shop, 
store officials point out. 

In the men’s department of the store the 
display ot underwear is typical of the use 
of open-selling wherever practical. A large 
display is complete with styles, sizes, and 


ate” 


—Decorations throughout the new Burdine's 
store in West Palm Beach are designed to give 
an outdoors feeling—as seen in the men's 
footwear department . The Varsity Shop 
is seen at the upper right . . . Typical of the 
emphasis on self-selection display are the units 
for men's underwear and belts: the latter is 
self-replenishing through slanting shelves which 
cause stock from above to slide into place 
when an item is removed by a shopper— 


price groups placed in separate bins within 
easy reach and clearly marked tor customer 
convenience. 

Another how displays are 
arranged so that customers can serve them- 
selves and take the 
by is seen in the 
displays, including 
not only enable 
selves but the 
Slanted from above 
slide into place when an item 1s taken out 
by the customer. 


example ot 


items to a cashier near- 
final illustration. Many 
this one of belts, 
customers to them- 
racks are self-replenishing. 


men's 
serve 
stock 


shelves make 


The women’s footwear department 1s re- 
mindiul of a large and lovely stage setting 
with its background of tall, floor-to-ceiling 
Crab Orchard stone columns flanking white 
Caribbean shutters between 
central drapes in green. 

Conveniences 1n 


which are the 


display include use of 
open-selling stocks whenever practical. Cus- 
tomers are encouraged to make their own 
selections and bring the items to a wrapper- 
cashier located close by. This arrangement 
covers as much as 50 per cent of the stock 
in the men’s departments. 
Other arrangements for 


customer con- 
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venience include store-door parking in a 


1,000-car-per-day lot alongside the new | 

building, a For-Men-Only Grill on the first | 

floor, and the Hibiscus Tea Room, seating | 

238, on the third floor. Intormal modeling 

is a luncheon period attraction in the tea 

room. — 


Also located on the third floor is an audi- 
torium which will be used for formal tash- 
ion shows, cooking schools, and community DRAMATIC — EYE-CATCHING 
meetings. Four-foot wide escalators oper- | 
ate between all floors. 

Located in downtown West Palm Beach, 
Burdine’s new structure les alongside Fed- 
eral Highway 1, south, and taces Clematts 
street. The building has more than three 
acres of floor space. Design is such that 
floors may be added in the future to keep 
pace with the area’s growth and develop- 
ment. 

Burdine’s has operated a store in West 
Palm Beach since 1941. Other branches are 
located at Ft. Lauderdale and Miami Beach. 
The main store, located in Miami, was 


established in 1898. | \ = . 
General manager of Burdine’s, West Palm | CLOTH-BACKED _ DON 
Beach, is Joseph P. Shaw. P. E. Stephan | 2 
is display director, and Mrs. Alice Cotton | EMBOSSED FOIL 
is advertising assistant. | oid 
Sales promotion for all of Burdine’s four | An exciting new durable 
stores comes under direction of Frank | di _.28 22 . 
, | isplay material! Lightweigh . 
Peterson, Jr., a vice-president and member | ; wad : 8 gnt, ~<Lno 
of the board of directors. Advertising man- | highly-flexible aluminum foil with woven fabric backing. 
ager for the firm is Robert Rothrum, and | Attractive, durable, and easy to work. Gay colors! Adaptable for 
the display director is William Raulerson. ; 
creating countless effects. Available in bolts 36” wide by 50 yards long. 





Winners Are Announced 


In "Deltox'’ Contest ; , . SPIRALOCK 


Names of the prize winners in the annual 


“Deltox” rug display contest for 1954 have AE, Twist and pull, it locks in place! Made of lustrous fringed 
been made known by the company. As é 


usual, separate contests were held for stores | oS base metal. Fireproof. Comes in 10’ lengths, and 2” and 5” 
in two different size classifications, with | Sh! widths. Six pieces toacarton. Available in a variety of colors. 


three different categories of stores in each. 





The award winners are listed for furni- iS :’ naiiangte: 
i mtr 


, . “« 
ture store, department store, and rug spe- | a i EL AMA MABE 
cialty store, in that order. Classification | q METAL U TWIST .~ iatacialetentn ih ya 
No. 1, first prizes went to W. W. Whitley, | ° ° ; 

Snyder & Hundley Furniture Store, Rich- | An extremely versatile display — Ideal : 

mond; Leonard M. Pons, D. H. Holmes | for draping, framing, or trimming. Makes 

Company, Ltd., New Orleans; Ed Holden, | . . . 

NT: SAE, ee OE, Se Le wonderful package tie. Available in 25’ 
Broadloom City, Tarzana, Calif. Second 7 ; 

prizes, John Randa, Niss Furniture Store, | lengths in yy" Ye", es 114" and 2” widths 
Milwaukee; Harold McLaren. The Bon | . . 

Marche, Seattle; David Blumenthal, The | in a variety of colors. 
Carpet House, Hamilton, Ohio. Third place | 
awards: Sperry Lincoln, H. M. Bullard | 
Company, New Haven, Conn.; Tony Markus, | 
The White House, San Francisco; Steve | 
Kondas, Stambaugh-Thompson, Youngstown, | tonto sre CORPORATION 
Ohio. | , a one 

St. Lovis 12, Mo. 








Classification No. 2, first place awards: 


Al Manders, M. Coreen & Sons. Seackson:. FOR YOUR 


Gentlemen: Please send me my free samples, along with prices and 
Calif.; Ernest Smith, Ziesel Brothers, Elk- 


. information on 

hart, Ind. ; ( larence Oppenheim, Standard ER EE C) Spiralock 

Rug & Linoleum Company, Fort Wayne. ; 

Second prize winners: Carl Olson, Larson LJ U-Twist 
Furniture Company, Princeton, Ill.; Edward SAMPLES LJ Cloth-backed foil 
Ilten, The Killian Company, Cedar Rapids, 
lowa; A. Hague, Hague’s Floor Covering, NOW! 
South Bend. Third place awards: Ronald 
Schuyler, Horn’s Home Furnishings, Grey- 
bull, Wyo.; Andrew J. Colby, Bresee’s METAL GOODS Organizatio 
Oneonta Department Store, Oneonta, N. Y.; CORPORATION 
Wyatt FE. Earp, Earp Carpet Company, Des 640 ROSEDALE AVE. Address Zone City a 
Moines. ST. LOUIS 12, MO. 





| understand there is no obligation on my part. 


Your Name 
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—Enjoying a champagne supper in 
Southhampton, L. I|., are, in the usual 
order: Walter Vail, display instructor 
at the Traphagen School, New York 
City; William B. Hays, New York City, 
and Miss Nicol Johnstone, of Scotland— 


—Mrs. Melina R. Neal has been named 

display manager of the new Bon Marche 

store, Eugene, Ore. She was formerly 

with the display staff of Russell's, in the 

same city, and at one time was engaged 
in display in Los Angeles— 


—Otto Pearsall, display 
manager of the Penn- 
sylvania Power Com- 
pany, New Castle, Pa.., 
stands before an exhibit 
for the firm. He de- 
signed, constructed, and 
assembled the exhibit 

for an “open house’ by . ° —Sal Gallegos, display 

the company— : ‘ director of Walker- 

Scott Company, San 

Diego, Calif., leans 

pensively on a_ tele- 

vision set as he and 

members of the cast of 

a local March of Dimes 

Telethon watch the 

show. Gallegos designed 

the sets— 


—This is Jules Gren, who 
was recently appointed dis- 
play director for the three 
units of Hearn Department 
Stores, Inc., New York 
City. Formerly he was in 
charge of display for the 
Bronx unit— 


—Bill Cahill, display director of 
Sears, Roebuck & Co., State street, 
Chicago, presents trophies to win- 
ners in the golf tournament of the 
Chicago Display Club. On the left 
is Erv Prince, Shear-Prinz Company, 
who had low score for men. The 
women's trophy went to Mrs. Ray 
Morgan, whose husband heads The 
Morgan Company. Cahill was chair- 
man of the tournament committee— 





: . 
eI 
i 
e 
+ 
' 
% 
& 
t 
* 


L. A. DARLING 


Get the jump on competition . . . and stay out 
front... with Darling merchandising equip- 
ment, tested and proved best in thousands 
of alert retail stores. From mannequins to 
garment racks, display groups to signing 
equipment, Darling offers you merchan- 
dising units for every conceivable need... 
equipment that will help you turn static, 
passive display into dynamic point-of-sale 


promotion. And with Darling’s sensational 
new Vizusell, you can quickly and easily 
revitalize your merchandising program 
throughout entire departments. Call in your 
Darling representative. Let him help you 
with your merchandising and display plan- 
ning, show you the Darling equipment that 
fits your needs. It’s your smartest move... 
and of course, there’s no obligation. 


Write for complete Literature File! 


Darling Catalogs show specifications and product-in-use photographs of a complete line 
of wood, metal and plastic merchandising equipment, plus Vizusell. Simply send a card 
stating your interest to Dept. DW11, and we'll send the catalogs by return mail. 


‘+ DARLING CO. 








CHICAGO LOS ANGELES 
222 W. Adoms St. 1001 S. Figueroo St. 


NEW YORK 
47 W. 34th St. 





Winners Are Announced 
In Fan Display Contest 

Winners of the $3,000 electric fan 
display contest have been announced by the 
Electric Fan Section of the National 
trical Manufacturers Association, sponsor of 
the promotion. The grand prize, a $1,000 
S. Savings Bond, was won by George W. 
Public Service Kelectric W 
Company, Newark. 

In the appliance retailer division a $500 
bond was awarded to John D. Boben, Berks 
Products Company, Reading, Pa.; one for 
$250 Mrs. Clova G. Pomerantz, A. 
Pomerantz & Co., Philadelphia; $530 bonds 
were won by Howard C. Flemming, New- 
burgh, N. Y.; Ralph S. Rogers, W. A. Ram- 
say Company, Honolulu; Marshall H. Dean, 
Office Equipment Company, Harrisburg, 
Pa.: Jack Baker, Bob's Appliance Center, 
Inc., Chico, Calif.; William H. Kistler, W. 
H. Kistler Stationery Company, Denver. 

In the department store and electric light 
and company division the top two 
prizes went to the following, in this order: 
Roger I. Parker, Delaware Power & Light 
Company, Wilmington; Donald Sheppard, 
Palm Beach Mercantile Company, West 
Palm Beach, Fla. Bonds for $50 were won 
by Miss Ruby Allegood, Montgomery Fair 
Department Store, Montgomery, Ala.; John 
Houswood, Adam, Meldrum & Anderson 
Company, Buffalo; C. M. Griffin, Ohio 
Edison Company, Youngstown; Howard M. 
Khouri, Florida Power Corporation, St. 
Petersburg: M. Wolfe, M. E. Blatt Com- 
pany, Atlantic City. 

Contest judges were Louis Tannenbaum, 
publicity director and sales promotion man- 
ager, Gimbels, New York City; N. B. Jack- 
executive director, Point-of-Purchase 
Advertising Institute, Inc., New York City; 
Alfred Byers, executive secretary, National 
Association of Electrical Distributors; Rob- 
ert W. Armstrong, managing editor, Electri- 
cal Merchandising; Arthur W. Hooper, edi- 
tor, Electrical Wholesaling; J. J. Cassidy, 
Eastern editor, Electrical Dealer, and 
Werner Hauptli, Eastern manager, Hard- 
ware Retailer. 


Attract Attention with © 
Reliable Animated Santas 


Animated Santas instantaneously stop 
traffic. influence shoppers and win more 
Christmas sales. 


window 





iclec- 


Constructed of the finest materials \ a U, 
throughout luxurious é 
velvet, realistic woolly or 
Fiberglas whiskers. smart 
trimmings with depend. 
able. smooth-running mo- 
tion units. these figures are 
available in 5 ft. life-size 
models and smaller 30 in. 
models — at prices you can 
afford. 

LIFE-SIZE 5 FT. ANIMATED 

SANTAS 

No. HG-60-A — 5 Ft. Santa with 

Swinging Body Movement (Left). 

No. HG-60-B — 5 Ft. Santa with 

Animated Head and Arm Move- 

ment (Right). 

Striking, life-size Santas in choice 
of bright red or all white velvet 
suits with white fur trim and simu- 
lated leather boots and belts. Choice 


elas whiskers. Price 99 3 5° 


Browne, (;as 


went to 


power 





Son, 


% mee 
=e es 


30 IN. ANIMATED SANTA 
With Both Body and Arm Movement 
No. HG-30-B——Clever, animated 30 in. Santa 
in choice of red or white velvet suit with white 
fur trim, gold tinseled vest, white woolly whis- 
kers and white boots on a tinseled white wood 
base. Two separate movements—bending and 


ot t«<.% 
ae 


30 IN. ANIMATED SANTA 
With Both Body and Arm Movement 
No. HG-30-A—Whimsical, animated 30 in. 
Santa dressed in choice of red or white velvet 
with white fur trim, gold tinseled vest. 
white woolly whiskers and white boots on a 
tinseled white wood hase. Movement 








sult 


consists 


of turning body and moving arms as illustrated. 
Specify color of suit desired. 


head and arm movement as illustrated. Specify 
color of suit desired. 


Stationary Santas attractively dressed in choice of red 


or white 
leather boots and belts. 
seled white 
size model. 


, ; 
> 
ies 
oe * ie 
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white fur trim. Simulated 
White woolly whiskers. Tin- 
bases on all sizes except 5 ft. life- 
Specify color of suit desired. 


HG-60-C—5 Ft. Santa. 


velvet suits with 


wood 


HG-28—30 In. Santa. 
HG-21—21 In. Santa. 
HG-18—18 In. Santa. 
HG-14—14 In. Santa. 


For a Complete Line of Christmas Displays and Decorations. 


Write for FREE copy of Christmas Catalog No. 254-D & Broadside No. 54-D. 


GARRISON-WAGNER CO. 


2018 WASHINGTON AVE. 
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Southern California Club 


Resumes Meetings 

The Southern California Display 
held its first meeting of the new 
September 18, with 110 members and guests 
enjoying an outdoor session at Jule’s Patio 
Room with its large swimming pool in the 
center. The main event of the evening was 
a skit entitled “Display Follies of 1954,” 
put on by Donn Greer, Display Industries 
Cooperative Exchange. Greer and Ted Dex- 
ter, coast representative of D. G. Williams, 
Inc., were in charge of the program. 

The organization hopes eventually to have 
its own club house, and one of the money- 
raising enterprises now under way is the sale 
of raffle tickets with $300 in cash or a tele- 
vision set costing that amount as the prize. 
Leo Weyman, Lawatch Display Fixtures, 1s 
handling the details. The drawing will be 
held at the club’s Christmas party on Dec- 
ember 18. 

Paul Smith, J. W. Robinson Company, 
and Stanley Thompson, The May Company- 
Downtown, are in charge of the program for 
the meeting on October 20. 


Club 


Season on 
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Two Added To Staff 
Of Detroit Firm 


Arthur A. Naylor and Jack Rininger have 
been added to the staff of Harold Bromel 
Associates, 19745 Ralston, Detroit, as account 
executives, it is announced by Harold Bromel, 
president. Karl W. Bromel, who has_ been 
with the company since 1949 as an account 
executive, has been made sales manager. The 
company this year is celebrating its 20th 
anniversary in the exhibition and show. busi- 
Ness. 

Naylor has had several years of display 
experience and has been assistant advertising 
director of the Monthly Bulletin of the 
Michigan Society of Architects. Rininger 
did warehouse planning and installation work 
for General Motors’ Truck & Coach Division 
and later was employed by Pontiac Motor 
Division. 


“Christmas In September” 
Exhibit For ‘Swingline’ 

To point up to stationers the numerous 
items they carry that make fine Christmas 
gifts, Speed Products Company, Inc., Long 
Island City 1, featured a “Christmas in 
September” exhibit at the recent National 
Stationers convention. 

The company's “Swingline” booth was 
transformed into a glittering pink and char- 
treuse Christmas tairyland. A canopy 
bearing the company signature was held by 
two pink angels, while Santa and his sleigh 
and reindeer floated over the roof of the 
exhibit. Large magenta, pendant-laden 
Christmas balls revolved constantly and a 
pure white 8-foot Christmas tree in_ the 


center of the exhibit was laden with bubble | 
lights, glistening butterflies, pink angels, | 


iridescent birds, and “Swingline” products. 


Santa Claus was in attendance to distribute 


gifts and keep the customers happy. 





Edward Cranston Joins 
Oppenheim Collins 


Howard Burdge has resigned the position 
of display director of Oppenheim Collins, 
New York City, due to ill health and 1s 
being replaced by Edward Cranston, who 
has been in charge of display for Bonwit 
Teller & Co., Philadelphia. Burdge will 
continue with the display department of 


Oppenheim Collins for a few months, after | 


which he will take a leave of absence; 
he has been with the store for several years. 

sonwit Teller has not as yet appointed 
a successor to Cranston. 





Opens Display Firm 
In Miami Beach 

Ilse Frankel Display is the title of a new 
display firm opened at 1751 James avenue, 
Miami Beach. The proprietress, Ilse Frankel, 
also handles display for the Lane Bryant 
stores in Miami. 





Kirk Heads Display 
For Texas Store 

Succeeding Newton Perkins, who resigned 
recently, Leon Kirk is now in charge of 
display for the five stores of Bruner’s, Inc., 
San Antonio. Previously he was display 
manager for Grant's Home & Hardware 
Store, of the same city. 


NOVEMBER, 1954 











THIS IS IT! 


@) @ HERE IS THE 
REVOLUTIONARY 


vew NOEL 


BLINKER-LITE 


with UL APPROVED 
BAKELITE FLASHER 


You've waited a long time for a really SAFE flasher for use in your window and 
interior displays. Now, NOEL presents the ONLY UNDERWRITER'S LABORA- 
TORIES APPROVED flasher, combined with GUARANTEED AMERICAN 
LAMPS, for a winning combination for positive safety and protection. Use this 
new UL approved flasher in your displays and end your fire inspection and fire 
insurance worries forever! 


The new UL APPROVED NOEL FLASHER operates on either AC or DC current 
and is attractively cased in bakelite. To meet the requirements of display, the 
complete strings of lights are available with white or green wire with the 
flasher case colored to match. 


AND HERE'S A PARTIAL LIST OF OUR OTHER PRODUCTS: 
@ NOEL Blinker*Lite transformer sets 
e NOEL Steddi*Lites 
@ NOEL Spark-Lites (flasher built inside bulb) 
e NOEL Glo-Lites 


" NOEL WRITE, WIRE OR PHONE 
ALgonquin 4-6550 


MANUFACTURING COMPANY e 25 EAST 4th ST., N. Y. 12 





45 





Ni of my 


stall a truly 


greatest thrills is to in 


different window \ftter 


thoroughly planning each detail, there 
is a Certain 


feeling of accomplishment in 

walking away trom the finished product 
Many different 

feeling o1 


things contribute 


sensation or whatever it 
makes me feel the display tells the story in 
comparative detail at a glance 

My main objective, as it is with all dis 
plavmen, is to strive tor more sales appeal 
ind beauty 1n the display 

Some of the questions | ask myselt art 

“What will the passersby think or 
ment as they go by Sater’s?” 


“Will they 


COM 


notice the display at all?” 


a 


n Men's Wear Display 


By ODELL McWHORTER 


Sater's, Evansville 


And. last but not 
enter the 


“Will 


item or 


least. thev 


store seeking the items 
stressed 7” 
It 1s 


now 1s 


understood 
keener. 


that retail competition 
\nd to keep up, we dis- 
playmen must strive to create new ideas 


and stay abreast of the rapid pace 

To be different, to me, is a must. 

To get fresh ideas I travel frequently to 
other cities to study windows of large and 
small 


stores. Just last month | came upon 


a display in Detroit that taught me a new 
make a cloud. To 
know the inner 
would 


after completing a trip, “I 


who 
sanctum of the 


Way to anyone 


doesn't 


display world it seem foolish to say 


learned how to 


make a cloud.” That may seem odd or 
funny to some, but as far as I’m concerned 
it was worth the trip. True, that one dis- 
play isn't the only one I studied. This ex- 
ample simply goes to prove that there is 
always something new to learn when least 
expected. 

Talking to while on these 
trips also is conducive to learning new and 
unusual methods. Many excellent ideas 
can come out of a fast session of shop talk. 

The biggest job of all when trying to 
devise a plan to make the prospective buyer 
give attention to a 


displaymen 


trying to 
rejuvenate old ideas which were terrific in 
their era. How to bring them up to date 
in this fast-moving time calls tor much 
tinkering and thinking. 

What part of a garment should be stressed 
now without reverting back to past methods 
is one of my chief problems, for | work in 
a store which specializes in men’s clothing. 
What will give the display the best 
appeal ’ 


display 1s 


sales 
I would like to stress a sleeve, for 
example, without making it 
any sleeve. So [I lay out the background 
to pin-point that sleeve to the public eye. 

Emphasis is the key to an excellent dis- 
play and can either make the item 
out or kill it. Emphasis is my goal in 
producing a good job and it can spell out 
good sales volume or no response from the 
almighty customer. 

Our store is in the middle ot the block, 
flanked by other specialty stores and across 
the street trom a large department 
and still other specialty shops. 


[Please turn to page 65] 


look like just 


stand 


store 


—Suspended simply from wooden posts, the 
topcoats are given additional display interest 
by the way their skirts are flared to simulate 
action .. . Left, the suspended cut-out hands 
lend drama to the display of shirts— 
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Entirely 


SPECIAL FORMULA 


Made especially for Styro- 
foam by Ilibronze. WON'T 
BURN, MELT, EAT INTO, or 
DETERIORATE Styrofoam! 


EASY & SAFE TO USE 


Sprays direct from can. Won't 
run, won't pile, won't fill 
pores. Non-Flammable. Fast 
drying. 


Re ang 12 VIVID COLORS 
1+) eee ; 

pis New Styro and companion product, 
mes Ay Other Styro ow: mann Gmom mon GLITTER-GLUE! 
a foam Paints Spray allows : : 
Ordinary cagside fill pores, burn sparkle to Full color selection includes 
Styrofoam rps ta into flakes, dull the shine thru, ac copper, gold, and aluminum 
isilele aula vlabala write ane iustre 


stance cents the lus metallic shades. 
ished white ae tre! 
welaaa 





bad 


P.S. Also wonderful for See your supplier or 
Rig aR, | ll ; Cut Flowers! write for complete details 


7 == - ¥ 
glorifies the’ a : G grins ILLINOIS BRONZE 
never hides it!" : 


POWDER COMPANY 











for Metropolitan Smartness ... 


Send for Paul Barber's authoritative new book “HOW 
TO FORM A COAT — professionally.” Here, for the 
first time, you'll find the full story of the many fine 
details that go into truly smart coat forming — told 
step by step, so that even the beginner can understand 
and follow these proven methods. 
you full instructions for forming: 


©@ THE SINGLE-BREASTED COAT 


professionally. ae @ THE DOUBLE-BREASTED COAT 


Four sections give 


® THE TOPCOAT 
© THE OVERCOAT 


by Paul Barber 


In addition, there’s a section devoted to the intan- 
gibles of professional display forming — information 
available in the past only through many years of 
actual experience. Indispensable to beginners — valu- 
able even to experts! Facts worth hundreds of dollars 
— yours for only $5.00. Order today! 





At our risk! 
64 Photographic Illustrations 


Here are several UNSOLICITED opinions you are sure to agree with: ! DISPLAY IDEAS AND PROMOTIONAL SERVICE 
*DISPLAY DIRECTOR: ‘I have just received your display book, How to Form a Coat Pro- | BISSANTZ BUILDING WICHITA, KANSAS 
fessionally, and find it an excellent comprehensive manual for instruction of new display 

help, as well as refresher material for trained display personnel. Please send me copies of “HOW TO FORM A 
*DISPLAY MANAGER: ‘‘Your book is excellent and leaves nothing to guess at. It should ! COAT — professionally," $5.00 each ($5.50 outside USA). 


be of great help to all men’s stores, large and small, throughout the country. |! understand book may be returned for refund in 10 days 


*MEN'S STORE MERCHANT: ‘‘I believe this is one of the greatest books written for the actual if not acceptable to me. 


help of many smaller stores throughout the country, as well as many of the larger ones. . ( Payment enclosed Shi | 
I highly recommend this book for every man’s store for their own study as well as their 7 on ios satan ( ) ip COD plus postage 
Display Department.”’ y 


‘‘'No merchant can afford to be without your book.’’ 


*MEN’S CLOTHING MANUFACTURER: ‘‘I think you've done an excellent job with your Hou Store name 
to Form a Coat Professionally. We highly recommend it; it’s a swell idea. 


aay Address 
*MEN’S SALES CONSULTANT: ‘“‘You've done an outstanding job on your book. It should be 
a ‘must’ for every man’s store that has clothing for sale.”’ City and State 


Name 


*Names of those submitting above opinions furnished upon request. (Ready for immediate shipment) 
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ASELLE 
esigned for 


PRECISION 
QUALITY 

LONG LIFE 
LOW COST 





A BETTER 


isplay Turntable 





—An excellent feeling of action and motion was imparted to this display of yard goods by Bert 
Bernsdorf, of Defaka, Kiel, Germany. The abstract figure was of papier mache, around which the 
material was draped; a stiff wire framework supported the swirls extending to the left— 


— ee —_ — - - 8 eee eS 


| Book Deals With Color in the book, from the marketing effectiveness 


| For Marketing Media of original images and colors, to the last steps 


| ; , ' necessarv 10 moving products to the consumer. 
| Louis Cheskin, director of the Color Ke- 5 | 


search Institute, Chicago, is the author of a 
new book entitled “Color Guide for Market- 
ing Media.” It is for anyone whose work 


The book contains a set of 12 color charts 
with 300 colors, plus a set of code charts 
that gives the primary color content of each 


; a of the colors. 
is connected with packaging, advertising, 


merchandising, commercial design, or the The book is published at $5 by The 
graphic arts. Macmillan Company, 60 Fifth avenue, New 
The visual phases of marketing are covered York City 11. 





At this low cost you can use many extra 
ROTASELLERS to bring dramatic action 
to any window, counter or floor display 
and increase sales. The rugged cast 
aluminum free-wheeling top plate has six 
holes to make it extra adaptable for 
mounting a variety of displays . . . one 
piece of jewelry, full-sized manikins, toys, 
cosmetics, appliances, or up to 200 
pounds of hardware. Off-on switch. No 
batteries. Extra long lead-in wire. 115 
V., 60 cyl. No exposed gears. Com- 
pletely life sealed in grease. Full year 
guarantee. Precision ball bearings. 3 rpm. 
If not available at your jobbers you may 
order direct from us. Jobber inquiries 
invited. 








Designed, Manufactured and 
Guaranteed by 


UJ rich Bros —To introduce fall suits, Russell C. Kehrt, Jenny's, Cincinnati, used this desert setting. The cactus 
. 


_ in the foreground was made of plywood covered with angel's hair, its reproduction in perspective 
2923 AGNES CORPUS CHRISTI, TEXAS § on the background giving an impression of vast space. Sagebrush, dried desert flowers, and a 


cow's skull were placed here and there on the sand-covered floor— 
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Change Of Location 
For Novelite 

Novelite Signs Animated, the 
organized a short time ago to manufacture 
patented “Novelite” point-of-purchase signs, 
has moved from temporary quarters to a 
new building at 2246 Colby West 
Angeles. Novelite shares the 10,000 
square foot building with Naer Engineering 
Company, which will do electrical fabrica- 
tion for the sign firm. 

“Novelite” is the invention of Bernard R. 
Glukes, a former commercial artist and 1n- 
heads the firm. 


Company 


avenue, 


Los 


dustrial designer, who now 
A simple mechanism employing color oc- 
clusion is used to produce animations which 
formerly required complicated electrical cir- 
cuits and multiple overlays of gas-filled tub- 
ing or incandescent bulbs. The 
device permits the application of the anima- 
tion technique to point-of-purchase and 
other in-store signs too small to contain any 
large amount of electrical equipment. 


scores” of 





Paper Carries Story 
On Staples-Smith 


A pictorial feature in a recent 
the Sunday News, New York City, was ex- 
cellent publicity for the display firm of 
Staples-Smith. “New Yorkers are used to 
just about everything,” the story began, “but 
even the most hardened were startled to 
see reindeer waving at them from the win- 
dows of a home at 314 East 53d street. The 
house is the showroom of a display company 
(Staples-Smith), and the reindeer were its 
way of announcing that the new Christmas 
creations were ready to be viewed. Come 
Yuletide, these decorations will be seen in 
store windows all over the country.” 

Photographs with the = article 
Cecilia Staples adjusting the reinder at one 
window, and sketching designs for Christ- 
mas display props. 


issue ot 


showed 





Good Reception Given 
Mannequin Truck 

A considerable number of leading stores 
have purchased the new mannequin trucks 
introduced a short time ago by Cincinnati 
Shippers Supply Company, 612 Broadway, 
Cincinnati 2, according to a spokesman for 
the firm. Up to six mannequins can_ be 
transported on the truck, special rods at- 
tached to the center of the platform holding 
three figures securely on each side. Arms, 
hands, and other equipment are carried in 
compartments at end of the unit. An 
extension rod is provided for hanging long 
garments. The trucks are 60 inches long, 
24 inches wide, and 54 inches in_ height. 
Descriptive literature will be sent by the 
manufacturer on request. 


one 








SOURCE SERVICE 


If in any of the illustrations in 
DISPLAY WORLD you see some prop- 
erty, fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you 
with the source from which it can be 
obtained. Just address your inquiry to 
the Editor, DISPLAY WORLD. Cincin- 


nati 1, and it will have prompt attention. 
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AMERICA’S BETTER STORES 
USE MITTEN’S LETTERS 


The big names in retailing, stores with nation-wide reputations, employ Mitten’s Letters 
to put store character into their sign and display work. Stern Brothers of New York is no 
exception. Sales-stimulating window and interior messages and reminders such as the one 
illustrated above are made with Mitten’s Letters. At stores such as Bullock’s, Robinson’s. 
Rich’s — where outstanding displays are commonplace, you'll find Mitten’s Letters playing a 
featured role. Along Fifth Avenue — B. Altman, Franklin Simon, Russek’s. Peck & Peck 
constantly use Mitten’s Letters. They use them with all kinds of displays, with every type of 
merchandise and in almost all store departments. It’s with good reason that America’s better 
stores choose Mitten’s Letters. 

Mitten’s Letters are designed for flexibility. The fourteen letter styles are designed to 
work together in countless combinations, serving two purposes at all times: First, to decorate 
through their modern, yet classic beauty of line and form. Second, to emphasize a sales 
message by their clear, readable simplicity. 

Mitten’s Letters are adaptable for use on a variety of backgrounds from shimmering 
satin to the roughest concrete, depending on the effect you wish to achieve. Their depth of 
relief gives beauty and readability to the message, and by using side, direct or background 
illumination, dramatic effects are easily obtainable. Mitten’s Display Letters are less expensive 
than wood or plastic cut outs, are much more attractive and are ready for instant use. 


Write for Complete Information and Prices. 


Manufactured by 


Mitten's Display Letters, 2 West 46th St., New York City 19, or Redlands, Calif. 


Distributed by 


GARRISON-WAGNER 


2018 WASHINGTON AVE. 


DISPLAYS 
BPP 34 


ae See 


COMPANY 


ST. LOUIS 3, MO. 
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“LUSTRA MAN helped 


solve our 
lighting problems 
and reduce 
lighting costs” 


says Kaufmann’s Dept. Store, 
Pittsburgh 


Here’s the report of Mr. Paul R. Meyers. 
Kaufmann’s Window Manager: 


“We have been using Lustra Spotlites and 
Floodlites for over four years. These lamps 
unquestionably bring superior display light- 
ing. In addition, they burn longer, save 
bother and time required for replacement and reduce overall lighting 
costs. Our Lustra Man is very much on the job and has assumed 
responsibility for the details of our lighting problems.” 


For greater operating efficiency through better lighting. and for 
new convenience and lowest overall lamp costs, it will pay you to talk 
with your local Lustra Man. He’s conscientious and thoroughly qualified 
to solve practically any lighting problem with the complete quality line 
of Lustra Double Duty Lamps and Fluorescent Tubes. Write us for 
literature giving the whole Lustra story. Lustra Corporation, Dept. 

DW-11, 36 Washington St., Brooklyn 1, N. Y. 


DW 


Lustra Lustra Lustra 
Par 38 Double-Duty Double-Duty Double-Duty Lustre 
Spotlights and Fluorescent Incandescent Double-Dufy 
Floodlites Tubes Lamps Reflector Lamps 


AMERICA’S DATED LAMPS 


Double-Duty Reflector Lamps, Incandescent. Lamps, Fluorescent Tubes, Spot- 
lites and Floodlites, Rugged Duty Lamps, Fluorescent Fixtures and Starters. 

















Price Ceiling Raised 
For Liquor Displays 

The Bureau ot Internal Revenue has re- 
laxed its restriction of $10 as the top 
amount which can be paid by a distiller for 
window display materials for a given dealer. 
Distillers may now loan, sell, or rent win- 
dow display material valued up to $15, 
while material for interior display may 
range in value up to $30. 

Relaxation of the rule came as the result 
ot a hearing nearly a year ago, at which 
time members of the distilling industry 
pointed out that the purchasing power of 
the dollar now is far less than when the 
edict was placed in effect more than 20 
years ago. The old ceiling of $10. still 
prevails tor the wine and beer industry, 
which did not take part in the hearing, but 
it is expected that representatives of this 
industry will ask soon for an adjustment. 


Lighting Is Subject 
Of New Book 


Displaymen will find “Lighting for Color 
and Form,” by Rollo Gillespie Williams, a 
valuable addition to their libraries. The book 
brings together a vast number of different but 
related branches of knowledge concerning 
lighting for the display expert, photographer, 
architect, artist, and others in related fields. 

So that material can be found easily, the 
book is logically divided into four parts: light, 
color perception, and rendition ; production and 
control of colored light; psychological and 
esthetic factors; lighting application tech- 
niques. The author is internationally known 
for his ability as a lighting designer. He was 
one of the featured speakers at the Display 
Clinic held in conjunction with the annual 
Market Week in New York recently. 

Profusely illustrated, and containing more 
than 300 pages, the book is available at $8.50 
from Pitman Publishing Corporation, 2 West 
45th street, New York City 36. 


Prinz Wins Trophy 
At Chicago Event 

Kkry Prinz, of the Shear-Prinz Company, 
won the trophy for the men’s low score at 
the annual golf tournament of the Chicago 
Display Club, held on September 12 at the 
Glendale Country Club. The women’s trophy 
went to Mrs. Paula Morgan, wife of Ray 
Morgan, of The Morgan Company. 

The day was concluded with a dinner, 
attended by 65 members, wives, and friends. 
William Cahill, Sears, Roebuck & Co., was 
chairman of the committee arranging the 
event, and also served as master of cere- 
monies at the dinner. 
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Annual Display Contest 
Planned By NRDGA 


The National Retail Dry Goods Associa- 
tion, 100 West 3lst street, New York City 
1, is inviting member stores to enter the 
annual window and interior display contest 
which will end on December 1. Winning 
entries will be displayed at the NRDGA 
convention in New York City, January 10- 
13. Details will be sent on request to 
Irving Eldredge, assistant manager of the 
Visual Merchandising Group, NRDGA. 
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NEWEST MEMBER OF THE FAMILY... 


This will not be the most popular model in the Showcard Machine line-up. 


It is a specialized model, designed for use where quantities 
up to several hundred of the same sign are regularly required. 


For such use its mechanical inking unit, combined with the patented 
Showcard Machine method. of type setting, make it the new 
speed champion. It is remarkably smooth-acting 

for all its rugged strength. 


And if the new Sign-master doesn’t fit your needs, remember there 
is one model in the Showcard Machine family that will. 


Write for complete information. 


1196 MERCHANDISE MART CHICAGO 54, ILLInots 


NOVEMBER, 1954 

















< 


¥ 
~ \ 
> ' 
Kia 
Y A \ 
MMA, 
MON 
\ 
\ 
‘ 
AS 


== / 





SAVAGE WIDE-TONE 


BACKGROUND PAPER 


A choice of 36 brilliant colors care- 
fully selected for the needs of the 
display man and scenic artist, for 
backgrounds, props, backdrops and 
displays. Attractive, economical, 
and easy to use. Dependable 
quality and durability. Available 
in rolls: 107 inches by !2 yards and 
107 inches by 50 yards. Sample 
Color Chart FREE upon Request. 


SAVAGE MAT -MOUNTS 


Made of the finest white pulp mat 
board and suitable for wet or dry 
mounting. Hand-bevelled by 
skilled and experienced mat-cutters, 
SAVAGE Mat-Mount is the finishing 
touch to the effective display of any 
print, drawing, painting or other 
presentation. Available in white, 
buff and gray, with standard cut- 
out openings to fill all sizes from 
5 x 7 to 16 x 20 inches, vertical or 
horizontal. 


SAVAGE MAT-BOARDS 


Perfect for hand-cut bevelled mats 
and for wet or dry mounting. Avail- 
able in two color combinations: 
white and buff or white and gray; 
and in two surface finishes: Pebbled 
or Antique. Supplied in all stand- 
ard sizes for exhibition, salon, home 
and display purposes. 


TRADE REG.U.S 
MARK FORD: 
~ ¥0 7.% Fi = 
PAPER PRODUCTS 


Manufactured by 
SAVAGE UNIVERSAL CORP. 


480 Lexington Ave., New York 17, N. Y. 








Prominent German Retailer display staff of Russell's, Eugene, and prior 
Visits DISPLAY WORLD to that time she was in a similar position 
DISPLAY with Miller's, of the same city. At an ear- 
ler date she was with The May Company 
and Brooks (Clothing Company, both of Los 
Angeles. She is vice-president of the Lane 
County Ad Club. 


\mong recent visitors to 
WORLD in Cincinnati was Wilhelm 
( nristoph Ramelow. He 1s in America for 
several months, studying this country's re 
tailing methods, and is one of the executives 

the Ramelow chain of stores in West 
Germany. His itinerary includes several Many Uses Possible 
cities on the East coast, Cincinnati, Chicago, For New Display Kit 
the West coast, Mexico City, and Miami. Over 100 different arrangements are pos- 
sible with the newly introduced “Shelve-All” 
vr Oregon —_— display kit, according to Displaymasters, 

: Inc., 1108 Nicollet street, Minneapolis. It 
Appoints Mrs. Neal is adaptable to window, counter or island 

Mrs. Melina R. Neal has been appointed use, providing an attractive display for 
display manager of the new Bon Marche. medium or small-sized merchandise. _ 
kugene, Ore. This is the latest unit of The modern displayer is 3 feet high and 
\Iled Stores Corporation which will open expands from 30 to 50 inches in width. A 
this fall, according to A. C. Willemsen, 12 by 30-inch base holds the display. Shelves 
managing director. are blonde and legs a modern black, with 

Mrs. Neal's last position was with the — sturdy construction of solid oak. 








TRADE PERSONALITIES No. 138 by Capron 











1d THE THEATRICAL FIELD AS 
He: ? AN OFFICE BOY, LATER 
| <S x os BECOMING A TALENT SCOUT, 
A aN Stara EVENTUALLY OPENING A THEATRICAL 
OFFICE WITH HIS BROTHER, NORMAN, 
WHO 1S CONNECTED WITH SIONEY 
NEWHOFF ASSOCIATES . AFTER THE 
DECLINE OF VAUDEVILLE, THEY ENTER- 
ED ANOTHER PRASE-- FABRICS AND 
MATERIALS USED IN SHOW- BUSINESS. 
THIS WAS A FORERUNNER OF THEIR 
PRESENT DISPLAY BUSINESS. 
IN THE ARMY 1942-1945, 
Fea7ik WITH SPECIAL SERVICES- 
tt PUTTING ON SHOWS FOR 
ti RETURNING VETERANS. 
NEWHOFF SAYS: “My HOBBY 
FROM 16 TO 21 WAS CHASING 
ta CHICKENS ON BROADWAY; 
"NOW AFTER MATURITY AKO 
. MARRIAGE, IT 1S RAISING 
CHICKENS.” 


) wv SAY te 
" ji gov s ; Anew YORKER, HE ENTERED 




















SIDNEY 


SIDNEY NEWHOFF ASSOCIATES, LOS ANGELES 
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Get on the Truck Trim bandwagon 
with one of the greatest Christmas 


promosions ever — 
A FEW CITIES STILL OPEN. FOR INFORMATION WRITE OR CALL 


david hamberger, inc. 115 WEST 31ST ST., N.Y.C, N.Y., PE. 6-0465 
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WINTER WONDERLAND WITH BROOK No. 3 
4 panels ...... $44 SI] 
14 Different Scenes for Every Season 


OTHER SCENES AVAILABLE: 
Snow Scene with Road, Winter Wonderland, Stairway in Grand 
Opera House (Paris), Arc de Triomphe (Paris), The Acropolis 
(Greece), Woodland with Brook, Rustic Woodland, Nautical 
Summer Scene, Cherry Blossoms in Washington, College Campus 


Please send for complete catalog 


DECORATIVE DISPLAYS 


57-57 63rd Street, Maspeth, L. I., N. Y. 
EVergreen 6-0400 





JUST RIGHT for 
WINTER and 
CHRISTMAS 
DISPLAYS 


PHOTO MURAL SNOW SCENE 
ON FABRIC 
200 INCHES WIDE, 100 INCHES HIGH 


Picture this panoramic snow scene in 
your winter and Christmas windows. 


Now you can achieve a colorful, mood-weaving 
background effect . . . without going to the 
expense of costly construction! Here is a dra- 
matic photo-scene, realistically reproduced on 
washable, sunfast rayon crepe. Visual excitement 
that has proved successful for the smartest de- 
partment and ready-to-wear stores. Look into 
it... your customers will look at it! 
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Announcing New Models 
in Accent Lighting fixtures 


FOR LARGER SALES 
AND PROFITS! 


amplex 


SWIVELITES 


Swivelite 
Cat. No. 
C11SH/S 





Display experts from coast to coast rely 
heavily on Amplex Swivelites for smart, 
modern accent lighting that pays off in 
greater efficiency, sales and profits. 
Famed for their instant, positive finger- 
tip positioning. Priced right, too! 


Only Amplex Swivelites 
have these exclusive features: 


1. Superior Double-Ball Swivel — full 
360° horizontal and 170° vertical di- 
rectional focus. 


Enduring Finish — won’t chip, dis- 
color or blister from operational 
heat. 


Airflow Ventilation — prolongs lamp 
life. 


‘“Adapt-A-Unit” Construction—com- 
plete interchangeability of all parts 
so that your lighting setup never be- 
comes obsolete. 





Write today for catalog. 
amplex Corporation, Dept. DW-11, 
111 Water St., Brooklyn 1, N. Y. 











Reibold Joins Stensgaard 
As Vice-President 

Klmer L. Reibold has been elected a vice 
president of W. L. Stensgaard & Associates, 
Inc., with headquarters in Chicago. His 
duties will be contacting executives’ for 
several of the Stensgaard clients. 

Reibold brings to Stensgaard a wealth of 
merchandising and selling experience. He 
started in 1917 selling men’s furnishings at 
the Palace Clothing Company in Kansas 
City. <Atter five years he joined Cluett 
Peabody & Co., Inc., as salesman. During 
his 30 years with that firm he held various 
positions, including sales manager of the 
Chicago office. Later he was promoted to 
the New York City sales office; he also 
served as director of sales tor the Western 
division of the United States and _ later 
became sales promotion manager of the 
company. In 1952 Reibold was made vice 
president and general sales manager ot the 
Hickok Mtg. Company, Rochester, N. Y. 

The Stensgaard organization celebrates its 
25th anniversary next spring. Its continu- 
ous growth 1s evidence of the helpful and 
practical service the organization has _ ren- 
dered a large list of manutacturers in the 
highly specialized field of improved mer- 
chandise presentation and identification and 
promotion of products at the point-ot-pur- 
chase. The organization now consists of 
more than 250 persons. 





New Tool Combines 
Crayon, Knife 

A combination tool, the “Markutter,” re- 
cently introduced by the Markut Tool Com- 
pany, 1101 Investment building, Pittsburgh 
22, includes a standard drawing crayon and 
a precision cutting blade in its sturdy, light- 
weight, tubular aluminum body. Both crayon 
and blade are retractable, for economy and 
safety. The tool is provided with a pocket 
clip to prevent its loss, and to stop it from 
rolling down a sloping surtace. 

The cutting blade, a Schick razor blade, 
can be kept sharp always, for the dull end 
of the blade can be broken off at an angle 
to present a new corner and edge tor use. 
The crayon can be used down to the last 
quarter-inch. 





White Is Appointed 
By Michigan Store 

The Fair Department Store, of Flint, 
Mich., has appointed O. J. White as display 
director. He was formerly in a_ similar 
position with Stanley’s Department Store, 
Troy, N. Y. Both companies are in the 
same department store group. 








SOURCE SERVICE 


If in any of the illustrations in DISPLAY 
WORLD you see some property, fixture, 
mannequin, or other display equipment 
which interests you particularly, we will be 
glad to supply you with the source from 
which it can be obtained. Just address your 
inquiry to the Editor, DISPLAY WORLD. 
Cincinnati 1, and it will have prompt atten- 
tion. 
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Zimmer Is Named 


B. B. Butler President * 
Paul F. E. Zimmer was elected president 
of the B. B. Butler Mfg. Company, Inc. of * 


Bellwood, Ill., at a meeting of the board of 


directors on September 16th. SANTA CLAUS WITH 
MULTIPLE MOVEMENT 


In one complete cycle the anima- 
tion is as follows: 
1. The body turns from side to side. 
2. Santa bows to the right, to the front 
and to the left. 
. The arms move up and down. 
. The head turns from side to side. 


This unit can easily be changed to a 
rabbit, clown, etc. by removing the 
head and costume. We supply the 
additional heads and costumes at a 
small extra charge. 





Each Santa is dressed in rich red 
velvet and white trim and comes with 
a washable white nylon wig and beard. 


In two sizes, 48" and 36” high. 





— Paul F. E. Zimmer — 


He had been vice-president and general 
manager of both the “Peg-Board” products ; ee a ' sll 
and Butler Speaker Baffle division of the “ Wie , 7 P98 
company. Zimmer joined the Butler company ia es 
in 1951, and is the originator of ‘“Peg-Board” we : SANTA WITH MECHANICAL BOOK 


products. He formulated the production and ! : The book contains 5 moving and 2 stationary pages 
merchandising programs that have made them _ or a total of 12 advertising pages. 

a sales leader i . Size of each page is /2"° x 18". 

a sales leader in the field. The pages automatically turn at definite intervals 


At the same director’s meeting C. R. Kirk chewing ample Time te read The cape. 


was named to succeed Zimmer as general | da eal teaal Pg pean AO sie iid iat 
manager of the company. He was formerly | i Prin, oer can tap against a window. 
the general manager of “Peg-Board” of New ' 2. The left hand moves from left to right and points to 
York. Inc the pages of the book. 

any Some wos 3. The head moves from side to side. 

This unit can be made into different displays by 
changing the head and costume which we supply. 
Free-Lance Artists Santa is dressed in rich red velvet with white trim and 
has a washable white nylon wig and beard 

Form New York Group us Size of display — 43" high. 











Under the chairmanship of Annot, of 
Jacobi-Annot Studios, a group of free-lance 
artists specializing in display has_ been 


formed in New York City under the name Metropolitan Mechanical Display Co. 


of The Fifth Avenue Display Artists Bureau 
of the National Display Association, with 50 W. 22ND STREET NEW YORK CITY 10 
headquarters at 550 Fifth avenue. Accord- 
ing to Annot: “This group is brought to- 
gether to provide display directors with the 
opportunity of contacting directly some of 


New York's leading display artist-design- 
er Portable FLOCKING GUN 


(Charter members are Rowe Langston, ‘ 
Fred Koester, Rudolf Jacobi, Mrs. Tommy Do Your Own FLOCKING in Your Own Store 


Rowland, Miss Molly Tureski, Miss Jean A handy, plug-in, portable Flocking Gun, for any object, 

Owens, Miss Helen Watkins, Mrs. Rita for any occasion. Do it in your own shop, no special spray 

Soley Bolaffio, and Miss Annot. | room is necessary——do it anywhere. Uses cotton. nylon, 
| rayon, fluorescent flocking material or glass glitters. 


Write Today For Prices 














Display Club May Be Formed | Flocking Kit includes: Portable Flocking Gun e All- 
In Clarksburg W. Va. | Purpose Sprayer tor Adhesive @ | Quart 
ee ae _ . | | of Adhesive @ 1 Pound Each of White, § 2:55 
Reports trom Clarksburg, W. Va., are | Pink Flocking Material 
that plans are being made to form a local 


lin: sie eile maaan elt deme, | 
display club, possibly augmented with men |] DYAWID) L, JONES Wholesale Floral Co. Portable Flocking 


from Fairmount Morgantown. 
organization of from 20 to 30 members is | 820 Union Street Seattie 1, Wash. Gun, Only. . $22.50 


anticipated. 
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—Three windows were used by Carl James, Mandel Brothers, Chicago, for the theme: “Il dreamed | 

was a living doll in my Maidenform Bra.’ Each display had for its background a 48- by 96-inch 

“Comura" designed by Eugene Berman and produced in 16 oil colors. (Photographs by courtesy 
of W. L. Stensgaard & Associates, Inc., Chicago) — 


| Two Contests Won Displayman Is Speaker 
SETS INST AN , By George Browne Before Lighting Engineers 
Will not skin i? "aug First prize in one contest and the grand James McCracken, display director of 
—~no waste.»s**, prize in another both sponsored by the Sears, Roebuck & Co., Inglewood, Calitf., 
many clean-UP i s,s National Electrical Manufacturers Associa- was one of the speakers at a recent meeting 
quae as ty9* 3 tion have been won by George W.. of the Southern California 
Coons AvaiLaslé: BRS ; Browne, display director of the Public Serv- 
ton, Orange, Yellow: | ice Electric & Gas Company, Newark. The 


section of the 
Illuminating Engineering Society. He dis- 
cussed the modern concept of the part good 
first prize was a plaque in the electric lighting plays in producing effective dis- 
housewares gift campaign sponsored by the — plays; the importance of good interior light- 
electric Housewares section of the NEMA, ing to create an atmosphere which induces 
while the grand prize was a U. S. Savings buying, and the necessity of providing con- 
Bond for $1,000 in the Electric Fan section trol of interior lighting 1n connection with 
of the organization. various merchandising problems. 








—— aad e? aD at 

— yPecUM. PIAS 

. ° ° Lape et es 

Dries in a few minutes, can be left on rollers, | BASS 

type and ink plate without hardening. Cleans | by it i a 
readily any time. Comes in all colors plus gold, 


silver and copper. 
By the makers of Line-O-Scribe 


THE MORGAN co —Spring suits and millinery are combined in a simple setting by Harry Greize, display manager of 
+e 


Bonwit-Lennon & Co., Baltimore. The principal ornamentation is the border of Easter lilies and 
3984 Avondale Ave., Chicago 41, Il. spring flowers— 
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NEW, ENLARGED 


Display World 


The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


amarante 


MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 
TIMES MORE VALUABLE 








@ Easily holds 12 copies 
@ Keeps copies clean 


@ Handy for reference 


¥300 
~~ each postpaid 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 


DISPEAY WORLD 


CINCINNATI J, OHIO 
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NEW YORK DISPLAYS 
[Continued from page 25] 


and a black pebble foreground base were 
brightened by a gray wooden post striped in 
red and blue and hung with belts, captioned, 
“We salute Calderon for belt brilliance.” 

Another streamer salute went to Isabel 
Dobson for “her fresh young approach to 
casuals.” ‘The separates in the oval —a blouse 
teamed to a skirt and tapered pants — were in 
red and black jersey. One mannequin held 
the gay ribbon streamers of red, white, and 
blue. 

Fantasy skyscrapers against a might sky 
flickered with bee-lights and formed the back- 
drop for Gimbel’s presentation, “City curves: 
stopping trathc, the new beautiful blacks 
specifically shaped for town.” 

Display Director Luke Maletich used black 
board for the props and decorated the 
silhouetted buildings with tinsel, pearl beads 
and the tiny winking lights. The deep pink 
of the background was repeated in the chip- 
covered floor and two curved benches on 
either end of the window. Black De 
echoed the black motif of the 
fall costumes. 


LLiso 


shoes smart 


“Day Of Visual Vensantaiten” 
Scheduled For New York 


One of the most vital problems now tacing 
business leaders, communications, will be 
clinically appraised by a panel ot the coun- 
trys top executives on November 16 at the 
Hotel Biltmore, New York City. Called the 
“Day ot Visual Presentation,” the workshop 
session is expected to attract key men in 
the field of advertising, selling, promotion, 
sales training, and public relations, all of 
whom must successfully project informa- 
tion and ideas to others. 

The event will be conducted by 
Visual Presentation Association, Inc., 
York City, a non-profit organization com- 
posed of users and producers of visual 
presentations. According to Walter E. 
Brunauer, president of the group and di- 
rector of 
Lily Tulip Cup Corporation, several out- 
standing leaders in well-known, national 
organizations will conduct four “why, when, 
and how’ workshops during the day-long 
meeting. 

“The Day of Visual Presentation,” 
Brunauer, “has come about because of the 
pronounced shift from the verbal to the 
visual on all sides of business communica- 
tion. It can be seen in the increased em- 
phasis being placed on packaging and dis- 
plays in super-markets and department 
stores, and in the current emphasis on 
charts, graphs, and films in the fields of 
education and selling.” 


National 
New 


states 





POPAI Issues 
New Fact Report 
The Point-of-Purchase Advertising Inst1- 
tute has just issued a new “Fact Report” 
on the Gillette Safety Razor Company which 
tells of a 648 per cent increase in total 
blade sales through distribution of its spe- 
cial counter displayer. The report covers 
the problem, solution, and results obtained. 
Copies of the Gillette report are available 
from the Point-of-Purchase Advertising In- 
stitute, 11 W. 42d street, New York City 36. 


sales personnel development for | 











SIMPLE ADDITION: 
1. 


IT ADDS UP! 
BUTLER’S 


colors seamless 


oa 


colors textured 
seamless 


colors seamless 
4 showcard 


colors bricks 


(Embossed Seamless) 


Smart display buyers avoid 
paper ‘waste’... because 
they know what to look for 
... basic, sunfast, seamless 
display papers that are .al- 
ways easy to work with... 
always full of “LIFE! It's the 
ONLY fully COLOR COORDI- 
NATED line of Display Papers. 


cco ale 


“@mors 


OPPORTUNITIES 
SMARTER DISPLAYS 





FOR 


110 Years of Paper Research and Merchandising 


PSF SF SF SSF SS SSS SSS SS SS See ee eS SS, 


BUTLER PAPER NEW YORK oo s 
655 Madison Ave., New York 21, N. 

Please rush me my FREE copies of your NEW 
1954 Catalogs of Butler Sunfast Showcard, 
Butler Sunfast Bricks, Butler Sunfast Seamiess 
and Butler Sunfast Textured Seamless Papers and 
the name of my nearest authorized jobber. 


NAME 





FIRM NAME_ 





ADDRESS 





CITY — LONE... STATE... AP § 


TTT rtrtrtitrtstrtetititititt ft titliettertreteteteteo 
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Jeanne Owens Retained 


FORGOTTEN SOMETHING ? J. oscees ‘actcintes, Portsmouth, Onin 


makes known that Miss Jeanne Owens, 


| New York City, has been retained by the 
© Check Art R. Cohen for | company as director of design. “We be- 


lieve our line will reflect her great ability,” 


last minute Christmas display needs || *"'™® °° 3 © Boers “ier frst work 





COMPLETE SELECTION OF 
CHRISTMAS DISPLAY MATERIALS 


@ Velvet Santa Clauses @ Satin Ribbon 

@ Animated Santas @ Tinsel Snowflakes 
@ Snowmen @ Starlite Sets 

@ Metallic Foil Papers @ Glass Fiber Cloth 
@ Tinsel Garlands @ Angel Hair 

@ Dimensional Tinsel Stars @ Shiny Brite Balls 
@ Hand Decorated 


Ornaments Member poe 


apt h. cout N00, 


ATiantic \ 
1-4052 Modern Display Equipment 


810 Penn Avenue, Pittsburgh 22, Pennsylvania 














— Miss Jeanne Owens — 
(Photograph by Fonssagrives) 


Phone, Wire or Write for Immediate Service tor us will be evident in the line we plan 


to show at the December Display Market 
Week of the National Association of Display 
Industries.” 








aia) 0S Miss Owens is well known in New York 
aia | City display circles as a free-lance designer 
REED & RATTAN aig | for many famous stores. Last year she did 
aig | Christmas display for Macy’s, Bonwit Teller, 


Franklin Simon, and Lord & Taylor. 


IN FASCINATING a8 | At one time women’s national back-stroke 

swimming champion, Miss Owens studied at 

NEW TREATMENTS the Art Students League in New York, and 

: in Rome and Paris. She has exhibited 

sculptures at various group shows and had 

a one-man show of paintings at Betty Par- 

See us during December, 1954, Mar- | Sot alleries, She. has done numero 

ket Week at the Hotel New Yorker, selle magazine, and has done work for 
Dec. I! thru Dec. 16. We Il be in architects such as Lester Tichy. 

Room 53! as always. Stop in and Stories about Miss Owens have appeared 

say Hello. in “Elle,” a French magazine, Photo & Arts, 

and in Photoworkshop. She has appeared on 

television to do sculptures of famous people. 


In theatrical work she did the costume de- 

: sign for Jean Arthur in the revival of 

A. : Shaw’s Saint Joan, as well as doing sculp- 
7 | { y a turing for the set. 


3 West I8th Street « New York II, & CHelsea 2-6264 











: ji | Contests To Be Held 
Iorcacsseseeeses ener unnanREnDSEEnEnnnennnneennennapemnnenensneanenereerenennaanannaneeaeeeeeee eS TeeeeSTTTSRTCEETOCTTTTTTTTOSOSPOTEOTTVOSNET TTT TTT a Fer 1955 Events 
The Sporting Goods Dealer, St. Louis, 
USE THE announces that in 1955 it will sponsor sev- 
OPPORTUNITY GE eral display contests in connection with 
For any WANT —— baseball, fishing, golf, and hunting. The 
purpose: ee . ™ ith a F 0% « —_ ” M 

POSITION WANTED POSITION VACANT | | voy he eS py | ae : _— 
USED DISPLAY EQUIPMENT FOR SALE eG, Soowes by “Lets GO Piskeng, stay 
REPRESENTATIVES WANTED 14-21; “Let’s Play Golf,’ June 11-18, and 


$4.00 Per Column Inch— CASH WITH ORDER a : as Hunting,” the entire month of 
ober. 








ATTENTION DISPLAYMEN | 
THE MANKO FABRICS CO., INC., WISH TO AN- | 
MNOUNCE THEIR REMOVAL TO LARGER QUARTERS — 
AT 156 WEST 28TH STREET, NEW YORK CITY 1}. | 

WE SPECIALIZE IN | 
Puffing foils, 50 ft. rolls, 20°' wide and specially priced | 
at $1.00 per roll for silver and $1.25 per roll for colors. | 
We also carry tariatane nettings, rayons, plushes. 
ribbons and novelty cloths. | 
SEND FOR PRICES AND SAMPLES 
Special quotations to dealers and jobbers. | 














DISPLAY WORLD 





Your City Will ecorate 


This Christmas Season... 


Write for distributor plans and sell Frederick outside Christmas 
displays for shopping areas, buildings, homes and stores. 


es Complete 15-piece Nativity Scenes: Produced in New Fredex Plastic rubber 
: P , compound — weather — crack — break- 
9' Illuminated Candy Canes; 9 Illum- — proof — Will last for years — Finely 
inated Candle Spectaculars; 60° Rein- molded and lacquered — exacting detail— 
deer Teams with Santa Sled; 214’ Red 
Plastic Bells; 2%4' Good Luck Elves; 
Santa Claus & Junior Reindeer; 


: istribut ti id 
Aluminum Garland Wreaths & Strings Distributors nationwide 


have increased their 
profits with this nation- 
ally accepted line on 
sales to Cities — Stores 
— Homes — Industrial 
Plants — 


Extra | | : Special displays pro- 
Profits Ph duced on your specifica- 
For You 1 == an tions — 


We operate two large plants in Chicago — Design and pro- 
duce all of our displays. Frederick spectaculars have been 
displayed in over 2,000 major cities and communities. 


REMEMBER! FREDERICK DESIGNED DISPLAYS HAVE BEEN INSPECTED, APPROVED, AND CONTRACTED FOR 
BY CITIES NATIONWIDE. YOU can feel confident in your investment. 
WRITE, WIRE, OR PHONE FOR FURTHER INFORMATION 


Frederick, International Advertising ——otarvorn 2-3434 THIRTY NORTH LA SALLE ST. CHICAGO 











REDUCE 


YOUR 


MANIKIN 
COSTS 


WHILE KEEPING YOUR 


“FIRST SALESMAN” 
UP-TO-DATE 


ALUN ALE 
oe ot ma = SPARKLING CONTRAST 


Refinishers G& Wig Stylists 








These rough, irregular clouds of bubbles will attractively support and set off any type 
of merchandise. It's so easy with Frostee Sno Blocks! Write for Bulletin No. II, 
NEW YORK—152 West 25th Street “Tips on Displaying Small Items."" Order Fire-proof Frostee Sno Products from your 


CHICAGO — 11 South Despiaines Display Jobber; Frostee Sno Blocks, Sno Flakes, Fine Sno & Sno Chunks. 
DALLAS — 3007 Canton Street 


Tee | FROSTEE SNO CO., ANTIOCH, ILL. 
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DISPLAY AT LIT'S 


[Continued from page 27] 


always comes in May, supplied the second 


main theme. 

[he first step in working out the Mother's 
Day window and interior display ideas was 
a meeting of tashion man- 
agers and the fashion the 
tore with Comertord and his two assistants 


The 


fash mm cor radi 


merchandise 
coordinator ot 


charge of windows and interior. 


’ erc} andise and 


manave©rs 


owing what merchandise would be 


resented their concrete sugges- 


1 


ry ’ 2 - } 
(This year Lit Brothers teatured 


with white accessories as the 


print adresses 
Mother's Dav fashion theme. together with 


The 


rchandise themes were discussed in terms 


er-daughter stvles and lingerie.) 


1 
ssibilities. 


| 


the tashion meeting, Comer- 
nd his assistants got together for a 
Working in understanding 
evolved the  back- 
ideas they would use, 
and the 
planned around the themes given them by 
staff. files, 
and correspondence 
kept 


7a 7 7? 
CSsivT) Se SS 107 


and cooperation, they 


ground and property 


produced sketches ot windows, 


fashion Complete 


layouts 


the store's 
with 
concerning 
vear to year and prove invaluable for ret- 


pictures, 


each promotion are from 


erence when recurring events come up. 


(omerford’s assistants then started to put 
these 
of the 
out the plans were already at hand in the 
They 


concrete plans into Some 


properties they would need to carry 


process. 


large area. 
material for all four stores 
workrooms. When 
material is 


department's storage 
ordered other 
from the department's 
specialized work 1s required, 
ordered from outside display firms. 
ordered the and 
hanging signs. Fashion copy is written by 
the fashion coordinator, other copy by the 
sign editor cooperating with the advertis- 
ing department. Posters and toppers were, 
as usual, designed by the art director in the 
advertising department. Selling signs and 
price tickets for all displays were ordered 
from the sign shop (all sign operations in 
the main store and branches are the re- 
sponsibility of the display director). Special 
order blanks for posters and signs greatly 
speed this operation and help to eliminate 
errors. 

For some of the Mother’s Day windows in 
this particular case the department was able 
to employ a time-saving device. During the 
“Lit Week” promotion many small items of 
merchandise had been displayed on wrought 
iron and perforated hardboard cabinets. 
For the Mother’s Day promotion they could 
use of these units in the same win- 
dows by having the white hardboard paint- 
ed pink. Orders went out to have the paint 
job done right in the windows just before 
the installation of the Mother’s Day mer- 
chandise. Such a time and labor saving 
trick is not always possible, but the display 
department keeps its eyes open for just such 
opportunities. 

Two weeks before the Mother's Day win- 
dows were to break, Schedule No. 1 came 
out. This schedule essentially is an out- 
line of the construction program, which 
enables Comerford and his staff to keep 
track of just what material is completed, 


They necessary posters 


some 
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Your New-York BUYING GUIDE 


Allied Display Materials, Inc. 
65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 


David Hamberger, Inc. 
115 West 3ist St. PE 6-0464 


MANUFACTURERS OF DISPLAYS 
Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





American Fashion Museum 
16 West 77th Street TR 3-9103 
CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fall 


promotion. Ask for information. Recommended by 
N. R. D. G. A. 


Kalmo Textiles, Inc. 
123 West 44th St. JU 2-5185-6 


DISPLAY FABRICS, SATINS, SHEERS, 
AND MONKSCLOTH 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-6848 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Bliss Display Cerp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 





Maharam Fabric Corp. 
130 West 46th St. LU 2-3500 


DISPLAY FABRICS & ACCESSORIES 
Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Bois Smith Studios 
228 West 39th St. LA 4-4492 


WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 


MECHANICAL DISPLAYS 


Papier Mache, Industrial Exhibits and Dioramas 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 


Original Creations for Better Displays 





Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 


MECHANICAL BOOKS 
50 West 22nd St., New York OR 5-1280 





The L. J. Charrot Co., Inc. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 
Display Units, Novelties and Decorations 


Miya Company, Inc. 
39 East 28th Street MU 5-3511 
Manufacturers and Importers of 
Xmas Corsages — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 





Colonial Decorative Display Co., Inc. 


70 West 40th St. WI 7-0230 
ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Natural Creations, Inc. 
233 Fifth Ave. 


FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — “It's a Natural” 


LE 2-2377 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 


Thomas Pace Co., Inc. 
506 West Broadway GR 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 


Decorative Display Novelties 


Sell to Jobbers Only 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





P.B. of New York, Inc. 


(subsidiary of B. B. Butler Mfg. Co., Inc.) 


Genuine "PEG-BOARD" Products 


Perforated panels and metal 
your display problems. 


1! West 42nd Street 


fixtures to help solve 


Visit our showroom. 


OXford 5-0088 





The Display Equipment Corp. 
147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 


CORONET & WINDSOR 
MANNEQUINS 


Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 








Frankel Associates, Inc. 
56 West 45th St. MU 7-3434 
DISPLAY FABRICS & ACCESSORIES 


732 S. Wabash Ave., Chicago; 
424 Book Bidg., Detroit; 819 Santee St., Los Angeles 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 








Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 


| 
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When you come to N.A.D.I. Spring 
Market Week in December, as you 
surely will, we cordially extend an 
invitation to visit our establish- 
ments, for no visit to New York can 
be complete without taking advan- 
tage of the facilities we offer to 
make your impending display pro- 


grams more effective than ever be- 





fore — for after all, Manhattan 
remains the display genius of the 


world. 

















3%4 NManikins 


Foundation Forms 
































PLASTIC MANIKINS 


For displaying at its best advantage clothes with the 
As interpreted by “Monsieur X’ 


the 


WEIGH ONLY 


One of the World's Largest 


MEZA 





what is still in process, and what progress 
is being made. 

One week before the installation of 
Mother's Day displays, Schedule No. 2 
distributed. This schedule lists each win- 
dow merchandise to be shown and 
the date for its installation, together with 
the name of the displayman assigned to exe- 
cute it. Each branch its own 
schedule for completing its displays, which 
tie in with those of the main store. Sched- 
ule forms are printed in advance in quantity. 
Props and backgrounds tor the branch 
stores are delivered by Lit Brothers trans- 
fer trucks. Branch operations 
own mannequins. 


the 
was 


with the 


store has 


store their 


Before setting up the window the dis- 
playmen went through the departments with 
the tashion coordinator, selecting and col- 
lecting the merchandise to be used 


ot their windows. 


in each 
Karly in the week the 
displaymen had ordered from the sign shop 
their ewn price tickets and location signs 
trom a master list for each display. 
item in every display in Lits is marked 
with price and location.) The interior dis- 
playman on each fashion floor went through 
the same procedure with the fashion coordi- 
nator. Displaymen collected their own 
props trom the workroom or trom the ranks 
ot vast which take up a 
good portion of the display department area. 
Here mannequins, props, and decorating ma- 
terials are stored with the efficiency and 
logic of the most up-to-date filing systems. 
Each displayman is responsible not only 
for obtaining his materials from this stor- 
age area but for returning 


(Every 


storage cabinets 


them in good 


62 


Comerford 
“If we tell a displayman he needs a 
plumed helmet or a garland of red roses, 
he knows exactly where to lay his hands 
on them.” 


condition to their proper places. 


SaVs, 


While this activity was going on, Comer- 
ford was supervising much the same pro- 
cedure for the creation of the Homemaker’s 
Show window and interior displays. He 
and his assistants met with the merchan- 
dise home furnishings and 
major appliances to discuss plans for the 
semi-annual event. The carnival theme 
which keynoted the promotion this May 
was developed at the meeting. Sometimes 
the decorative theme evolves in the ensuing 
display conference. 
assistants went to 
and their hands to 


managers of 


Comerford and_ his 
work with their heads 
sketch out the visual 
effects they would achieve. The remaining 
procedure tollowed pretty much the 
lines as the Mother’s Day promotion. 
Keeping these two chief projects going 
did not begin to cover Comerford’s activi- 
ties. He planned with the Subway 
Store display manager and merchandise 
managers the themes which would be car- 
ried concurrently with the two main store 
promotions. Mother’s Day happened to 
develop along the same lines as the main 
fashion departments. 


Same 


also 


In the men and boys’ wear departments, 
again, the planning, ordering and execution 
of displays of “Palm Beach” suits and 
summer clothes and sportswear was going 
forward. 

Some notion of the magnitude of the con- 
tinuous Lit Brothers display endeavor can 


be gained by a brief summary of the actual 
display the frequency of 
changes, and the number of special events. 
The 120 windows in the four stores are re- 
done every two weeks. The hundreds of 
interior display spots that tie in with win- 
dows in the main store and branches 
changed at the same time. For the 
annual store-wide promotions, “Spring Lit 
Week” and “Anniversary Week” in the 
tall, and of course for Christmas, practically 
every spot in the store is given a new look. 
The corollary to this, naturally, is that after 
these big events every spot must again be 
changed. 

Other major promotions mean 
change-overs in one or more full divisions, 
such as the two annual Homemaker’s 
Shows; January, May, and August White 
Sales; Mother's Day and Father's Day; 
“Baby is King Week;” Back-to-School, 
and others. For “Lit Week” alone 
800 special posters are planned and ordered. 

For the Christmas season the display de- 
partment turns the entire store into an ant- 
mated Christmas card. Every department 
is decorated, with special emphasis on the 
toy department’s “Santa’s Throne Room,” 
the “Magic Lady’s Throne,” puppets, and all 
possible enchantment for small fry. The toy 
department individual 
treatment selling 
when it is “Easter 
Land.” 

Over and all the foregoing re- 
sponsibilities it is the display department 
which decorates the seventh floor restaurant 
for fashion shows, “Magic Lady” parties, 
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converted into 


season 
Bunny 


above 


DISPLAY WORLD 


DAUUUINNNANN ANS 


‘7 


ALIA 























with the (NEW SHAPE — 


NEW long torso—High Round Bosom and gentle Contours. 
most alluringly feminine line since Titian’s Uenus Awakened 


2 1 > Lhs. i Flair Plastic Mannequin Co. 


15 West 18th Street 
Mfrs. of Plastic Manikins New York City 
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and the Nativity scene at Christmas. The Zealor, Fries & Schuele Company, vice- | 


treated for such promotions as “Lit Week,” directors; C. H. Fadem, Lyon Tailoring | MOTION DEVICES 
“Anniversary Week,” and “Baby is King.” Company. secretary. and Colin Darrau th, | 
' ar aD ru 0 pany, secre 7. oO £ for UNLIMITED ANIMATION! 


center stage of the restaurant is specially president and chairman of the board of | 3) HERTV BATTERY-OPERATEL 


kach of the branch stores has a com- Fred Harvey's, treasurer. 
munity room used for fashion shows, art The board of directors is made up of 
and craft exhibits er s ‘S. 3 imi- ichar The May Company; 
ind craft exhibit , flower hows, ind sim] Homer Richards, the lay company night continuously for 5 to 8 weeks on 2) 
lar public events. The display stati in each Arthur Gault, Halle Brothers Company; | \ ordinary 10¢ 6 Seahnghe batteries! Carry up to. 
store handles the decorations in the room Symon Connelly, Higbee’s; Richard Fenton, : 7 Ib. load, 5 R. P.M. 
for every occasion. the Distillata Company, and James Carr, : “SEELA™ (ceiling turner). 
Nobody could deny that this display de- Bing’s Furniture Company. be oo ~— dia. 54" Can be hooked | 
partment is a busy and productive place. : we! easily to ceiling. Sample 
; - ' unit: $8.75 P.P. 
It has proved itself both nationally and lo- Name Is Selected : eee . 
pail ; " é , Sat ey e 
cally. rom ¢ omertord gives just one reason For Fixture a ey T 
tor the well-oiled functioning of the display LD.EAS 
machinery. He says, “We all work to- amit 
gether as a unit, with each member thor- 
oughly understanding and knowing his own 


REQUIRES NO ELECTRICITY —Run day and | 





Unlimited, Oakland, Calit., 

announces that its contest to select a name 

for the company’s new display fixture has 

been won by Carl V. Haecker, manager of | 

special job. We hold weekly meetings tor displays and sales promotion for the Radio | “TURNETTE” 

all the main store staff and branch man- Corporation of America. His entry read in | (turntable) 

agers. hese get-to-gethers are invaluable part: “My suggestion for a substitute name | dia. 7%" 

for keeping us ahead of plans, getting and = ¢,, ‘Circle-Spot’ would be ‘Stop-Spot. This | Sample unit: 

developing ideas, making” suggestions and is easy to say, easy to use, and implies $8.75 P. P. le 
constructive criticisms. . The weekly meet- what wom ane reaite trying to do— stop aha “TURNAM”® (motor) 
ings keep us cooperating as a_ cohesive ’ . ‘ Versatile! Ideal for use. 
whole and provide the spark which comes on most any type of 
from exchanging ideas with others.” animation. Sample unit: 


$3.40 P.P. 


people at that specific spot.” Haecker was 
awarded $50 for his suggestion. 





Barbecue And Dance 
Cleveland Display Guild Fer $8. Leule Chih | | ; Newest of All! Amazing! 


Being Reorganized The annual barbecue of the St. Louis sift BATTERY — MOVED Pre- 


;, : , ea sk cision CLOCK MOVE- 
Atter several years in which the club Display Guild was held at the Union MENTS. Run 500 to 800 


was dormant, the Cleveland Display Guild Electric Country Club on October 2. A din- : . hUf days on 2 ordinary 10¢ flash- 
was reorganized recently at a meeting in ner of chicken and spareribs, with all the ’ light batteries! Sample 
which Ed Osterland, display director of extras, was followed by square dancing. 4 } incl. hands 

Wm. Taylor Son & Co., was named presi- A visit to the “Golden Rod” show boat : ond battorion on Z2 a 
dent —an office he held for many years in’ on the Mississippi is planned for the Guild chloe 
the past. Other ofhcers selected were Jack on November 5. 
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Point-Of-Sale Display store displays are necessary links between 
Called All-important the national advertising and the dealer's 


“Tena? . cash register. It all boils down to this: 
u rn u y u Gc 1 National advertising programs can _ be : 6 alt : 
. No national advertising program should be 


terrific, with big schedules of space in the - 63 : , 
: ut into action unless an ample aliocatio 
magazines, or fine network tele- , :' ' os ope Ss ation 


re | ° leading mag: : ae . . 
eco rative vision shows: they produce vital impact on of funds is set up lor the local tollow- 
- - consumers everywhere, and they are mar- through at the point-ot-sale, 
mex ensive velous to merchandise to company sales- 
p men and dealers. But to make them really Providence Firm Introduces 
pay off, adequate local follow-through is . . 
absolutely essential,” according to Carl Toll, Folding Christmas Trees 
| advertising director of Sherwin-Williams Michele D’Agnillo, president of the Cali- 
Company, Cleveland, and president of that fornia Artificial Flower Company, Provi- 
| city’s advertising club. dence, has announced the addition of fold- 
“What value is there in advertising ing Christmas trees to the firm’s line. Pre- 
through national media to the best pros- fabricated trees, of viscosa and spun fibre, 
| pects in every city, town, and hamlet if they are now being offered in six sizes, from 
are not advised locally where they may see 24 inches to 8 feet. All trees over 4 feet 
and purchase the advertised items?’ The in height are constructed in several sections, 
local tie-in is vital. To identify the point- which makes them easy to handle and en- 
of-sale is step No. 1. Effective store iden- ables them to be folded and stored in small 
tification and eye-appealing window and _= areas for later use. 


hn spareiing | THE DISPLAY —- No. 185 by Capper 


CHRISTMAS EVERY FIME AROUND 
RED AND GREEN WEIS PICKING UP SPELD! 














ALSO AVAILABLE 
FLAME PROOFED 


IF DESIRED 

| Anarive rae esmen: TE ‘ 
PRICED AS | WAS HAD EIGHT YEARS ExPEeRIENcE [7 
@ sunny yellow LOW AS ‘| IN DISPLAY-- ALL OF IT WITH. : 


@ old gold THE DIAMOND. 
@ coral 59: yd. 


@ Dresden blue delivered Ne ww 
th 
eo turf green oe 
@ chartreuse  — @ ruby 


@ slate grey @ rust | He WAS A MARINE SERGEANT IN 
| WORLD WAR TL, IN THE PACIFIC 
seer a THEATRE, AND WAS RECALLED FOR 
Some of gp Pee Burlap: OUTY IN KOREA. MARRIED, HE WAS 
Deburco | ONE CHILD-A BABY BOY OF WHOM 
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DIAMOND DEPT. STORE , CHARLESTON, W.VA. 
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MEN'S WEAR DISPLAY 
[Continued from page 46] 


My job ts to help keep up Sater’s reputa- 
tion by having each week something differ- 
ent and unusual in the windows. 

Many displays I’ve seen show shirts, a 
whole mass of them. And in front or to 
the side of this sea of shirts will be copy 
saying they are such and such a brand and 
cost so much. 

Well, that method may be approved by 
some. But what I can’t fathom is why 
didn’t the displayman take a few assorted 
shirt colors of various sizes and possibly 
take an over-size measuring tape and wind 
it through the display to produce the idea 
of, “We have all sizes to choose from.” 

Then the prospective buyer will know 
without confusion that here is the place 
where they have his fit. Before the pros- 
pect enters, he will know the price range as 
quoted in the copy and what to expect in 
merchandise. 

Some may say this idea won't work, but 
it has worked to good advantage for us. 

My main objective, naturally, is to bring 
the shopper into the salesman’s reach. And 
it takes a terrific amount of trying to reach 
the customer rapidly with a catchy, eye- 
appealing display without lots of detail. 

Basically, a displayman must tell the 
prospect why he or she should buy what's 
being featured. 

The effect of a sharp display must be 
telegraphed fast. It’s a good feeling to dis- 
cover that the message has reached the 
public without any preliminary wind-up. 

Evansville shoppers have most of their 
main stores in a two block area of Main 
street. It’s surprising how many of them 
seek out new displays and comment on 
them. Even so, they aren't as well edu- 
cated in display as all of us along Main 
street would wish. 

Basically, our city is a small town which 
now is feeling a slight economic pinch and 
merchants notice that the people, conse- 
quently, are shopping the windows even 
more than in the past. So, if a display 
doesn't offer any incentive to the prospect, 
then he or she will continue on to the 
next window and the merchant will have 
lost a possible sale. 

I have had the satisfaction of knowing 
that some of our residents seek out each 
new display at Sater’s. It gives the store 
added publicity, more sales, and trains the 
prospective buyer to come back another 
time and look again. 

Fortunately, I have a distinct advantage 
in that my block is the most heavily trav- 
eled in town. It affords me added incentive 
to be different each week so that all who 
see a given display will return later to 
see what is new in Sater’s windows. 





Connelly Is Named 
By Higbee's 

Symon (S81) Connelly has been named act- 
ing display director of The Higbee Com- 
pany, Cleveland. He was first assistant for 
a number of years to John C. Nichols, who 
resigned a few weeks ago in order to join 
a local advertising agency. Alfred Lanza 
has been promoted from the display depart- 
ment to the position of assistant to Connelly. 
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The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET @e LONG ISLAND CITY 1, NEW YORK 
EXeter 2-3890 


*T.M. 
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Reflect CHRISTMAS in your store 2: crests oseays 


[Continued from page 33] 


o ee e * saving to the customer is the number system 
wit t PSP pirited Holiday Favorites assuring customers that they will be served 
in turn. Customers take a numbered card 

and salespersons slide these cards across the 


PRANCI NG REINDEER bow of a rack attached to the sign that says 
“Now Serving.” This idea takes the push- 


° - and-shove out of waiting to be served, gives 
Jauntily Decorated ... ——— 8 
the customer a fair idea of how long she may 


Softly Flocked... Sparkling have to wait (by comparing her number with 
. 7 oe 

Full Rounded... Captivating the one being served, as indicated on the 
rack) eliminates confusion, and helps keep 

Unbreakable Rubber ) . , 
everybody happy — including the salespersons, 
Creates the atmosphere for window, counter and who are relieved of criticism and unpleasant- 
aisle displays—gay and appealing used singly or 
in pairs. Stands firmly—unbreakable—good for 
years. In white or pink flocking or pink, char- , a 
treuse, aqua or gold sparkling tinsel. In Gertz, Jamaica, L. 1, Jules Weigel is 
18" high by 18" long... _.....$12.50 each display director and last season used an open 
10" high by 12" long _..$ 6.50 each display that made it easy for the customer to 
$12.50 pair see, handle, and buy typical gift items — 

namely, men’s wallets and jewelry sets. The 
ramped counter top was covered with red felt 
to which boxed jewelry sets and wallets were 
firmly attached. The jewelry boxes were 
open to invite close examination and handling 


. pe ft a | of the merchandise. The wallets could not 

Cute, Demure Little BAMBI Lee ce | , re one be lifted up, but they could be opened to 
e oe ~~ ee explore pockets and feel the leather. ach 

Gayly Colored and Beribboned , i es ee | if ae item was identified by a name card alongside, 


to facilitate quicker and easier purchase. 


ness due to customer arguments about “who's 
next.” 


A perfect darling in long-life unbreakable rubber. 8!/,"' ¢ , ue : : le > 

high, 6 long. In white or soft pastel pink or chartreuse ' cig H. Caputo, at Sattler’s in suffalo, pegs 
flocking; or gold, pink, chartreuse or aqua sparkling tinsel. sk me future profits by the imaginative selling of 
Useful everywhere! Exclusive with us! “" 5 —_ a a : : 
more gift certificates. A big, inexorable 


50 f calendar X’s off the time span between “now” 
$2: each es. and Christmas. It also gives store hours. 


The sign on the right projects the selling 


WRITE FOR CATALOGS | . ‘. | message at this precise psychological moment 
‘ = i oe Ps. : oe Oe i : ‘ as N eds The Kas r 
We feature a complete line of practical and out- Be . with “I ill Y our hristmas Nee Is ) 
of-the-ordinary set pieces and decorating material _ -s ™ al ie: |] | Way. The little fellow expounding thus 1s 
for indoor displays—as well as rubber outdoor and ie 2 " “ : | ' <, ~ wrth nts 
_ ee | iolding a blow-up of Sattler’s gift certificate. 
indoor display items. Write for indoor or outdoor a — | , sash 
catalog. ase —_ | Gift-wrapped packages in the foreground 


oe : ) ) tempt the eye and ease the conscience by 
JOBBER INQUIRIES INVITED ene es “es. . showing how attractive and “gifty” Sattler’s 
: < : . ake > rit ~erty ‘ z , : " 1 ro 
si aieiiian, dbaeinaiicel iam, nc; aietiei, thie aieetoatine | make the gift certific ites look in fe stive 
gift boxes completely in tune with the holiday 
spirit. 

D | 5 p L A y S L iE D | Last, but by no means least, considering 
. , all that William Blackburn has directed into 
with 2 Reindeer this display, we see Santa Claus asleep in a 
Display magic with many uses. Sled hammock at Bullock’s-Wilshire, Los Angeles. 
in white or pink flocking or gold | He’s having himself a well-earned rest, after 
diamond dust, trimmed in red and | all the Christmas rush, and the mannequin 
green. 22'' long, 12'' high, 8" wide. seems to approve. She's dressed for a vaca- 
With 2 18" reindeer. Filled with gayly | tion, too. The display doesn't say so, but 

wrapped gift packages. 




















suggests the question: “How about you? If 


so... here’s an idea of what to wear!” All 


$32°°° this, without losing seasonal identity, complete 


with Santa Claus. 


Savage Universal Offers 


JUNIOR SLED 2 | Fees Color Chart 


Same as above, but with 2 12" reindeer. Sled ‘ 4 ’ Savage Universal Corporation, manufac- 

dee, Th — and 7. wide. Sov turer of Savage “Wide-Tone” background 
rubber Santa in midst of colorfu ' . ; . 

wrapped packages. Complete, , : : paper, is offering free a sample color chart 


50 showing the 36 brilliant colors in which this 
$24: paper 1s made available. 

Without Santa, deduct $5.00 Suggested for backgrounds, props, plat- 
forms, and other display uses, “Wide-Tone” 
comes in rolls of 107 inches by 12 yards 
and 107 inches by 50 yards. The sample 


hA I DW rc ST bA A pI fl i OQ U j Pe D } %y Pe L A y | color chart will be sent on request to F. 
| 


Holland, Savage Universal Corporation, 480 
532 N. WATER STREET e MILWAUKEE, WISCONSIN 


Lexington avenue, New York City 17. 





SAMPLES ON 10-DAY APPROVAL 
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Charm-Line Purchased 
By David Opperman 

Complete ownership of Charm-Line Ma- 
terials, Inc., manufacturer of “Charm” lawn 
cloth, “Charm” grass paper, snow paper, 
cloth, and similar materials used for floor- 
ing, backgrounds, and the like, has been ac- 
quired by David L. Opperman. He is head 
of Columbia Display Materials Company, 
179 Pacific street, Brooklyn 2. 

The factory of Charm-Line Materials, 
Inc. will remain at its present location, 202 
Boerum street, Brooklyn, but its offices and 
showroom will be at the 
that ot Columbia Display 
pany. 


same address as 
Materials Com- 


Both firms will be operated and managed 
under the personal supervision otf Opperman, 
who has been engaged in the display busi- 
ness for 23 years as a manufacturer of 
design papers and panels used as_ back- 
ground material. During these years he 
has brought forth, among numerous others, 
“Giant Roman” panels and rolls in designs, 
and shadings, and has also intro- 
duced velour panels and foil panels. 


colors, 


Corrugated Shelf Extender 
Now Being Used 


A new shelf extender which is said to be 
the first to be made of corrugated board has 
been designed and produced by Container 
Corporation of America, Pre- 
viously such display been of 
wood or metal. 

The obvious advantages of the new shelf 
extender are its low cost; its ability to be 
knocked down flat for shipping, handling, 
and storage ease, and its value as a_ back- 
ground for an advertising message. 

Of two-piece construction, it fastens to a 
shelf by a cantilever-braced clamping slot 
and is built to support at least 35 pounds 
of merchandise. Primary uses are for spe- 
cial merchandising displays, for holding 
samples, and for introducing new products. 
Two companies are now using the shelf ex- 
tender; these are the Kellogg Company, 
Battle Creek, Mich., and Nebraska Consoli- 
dated Mills, Omaha. 





Chicago. 


cases have 


Display Department 
Goes On Tour 

Wendell Potter, display director of Joske's, 
San Antonio, and 18 members of his display 
department recently made a trip to Houston 
to see what stores in that city are doing in 


the way of interior and window display. 
The expenses of the trip were paid from a 
$50 check received a short time ago by 
Joske’s as one of the top prizes in a display 
contest. 





Scents Now Available 
For Display Use 

Many displaymen make regular use of the 
aroma of perfume brought to the noses of 
shoppers before their windows, but now such 
scents as that of freshly baked bread, coffee, 
mint, tobacco, and practically any other can 
be used similarly for display purposes. 

Scent-O-Matic, New York City, announces 
their ability to duplicate almost any desired 
scent for window or interior display, sup- 
plying the product in aerosol cans. Informa- 
tion will be sent on request to the firm at 
545 Pearl street. 
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Transformer Type 
Twinkling Light Set 


Featuring New 
Set with All White 
Cord, Sockets 
and Wire. 


err 
Transformer Type Twinkling Lights 

Multiple miniature base lamps with lights 
that blink on and off independently creating a 
gentle twinkling star effect. If one light goes 
out, balance of lights remain lighted. Twinkling 
light system, approx. 32 ft. long, equipped with 
imported clear lamps, each lamp with is own 
built-in flasher. Complete with UL. L. Approved 
transformer. Sockets have metal clip-ons. Oper- 
ates on 120 volt AC current only. 

No. XR-151—20 Light Set with White Cord 
and White Sockets. Complete with 20 lamps 
in set and five additional re- 
placements. Price, complete 

No. XR-150—20 Light Set with Red and 
Green Wire. Complete with 20 lamps in set 
and five additional replace- 
ments. Price, complete 

No. XTC-1017—C-6 Miniature Base Lamps. 
Each has its own built-in flasher. 

For use in sets listed above. Each 


xt 


Transformer Type Steddi-Lites 


Steddi-Lites create a soft, glimmering illusion. 


lights burn steadily and independently. 
goes out, balance of lights remain lighted. 


rent, 25 to 400 cycles. 
approximately 1]'. ft. apart. 
system is about 40 ft. long. 


If one light 

Fool-proof 
single unit construction. Operates on Alternating Cur- 
Tiny, clear lights are spaced 
\ 20 light Steddi-Lite 
All sets made up with 


Accent Your Christmas Displays with 
Soft, Glimmering Twinkling Lights 


Outdoor-iIndoor Blinker Light Set 

Independeftly-burning C-9'% intermediate base 
lamps blink on and off individually. If one 
light burns out, the balance remain lighted. No 
transformer necessary. Operates on AC or DC 
current. Can connect up to 50 lights on one 
plug. Underwriters’ approved wiring for either 
outdoor or indoor use, Sets equipped with clear 
lamps only. 

No. XLK-18/25—25 Light Set. 
Approx. 44 ft. long. Price 

No. XLK-18/15—15 Light Set. 
Approx. 23 ft. long. Price 

No. XLK-18/7—7 Light Set. 
Approx. 12 ft. long. Price 

EXTRA INTERMEDIATE BASE LAMPS 

No. XLK-18C—Extra C-9'% intermediate base 
15 watt clear or colored lamps. 
Per set of 10 assorted colored lamps...... $6.00 
ee OUR Ge Be Gee Bid c cc ccewiccces: $5.00 


Transformer Type Blinker*Lites 


Multiple miniature lights that inde- 
pendently blink on and off, approx. 2 sec- 

onds on and 2 seconds off. Creates a 
gentle twinkling star effect, a dynamic 

All pattern of lights in motion. Operates on 
Alternating Current, 24 to 400 cycles. A 
20 light Blinker* Lite system is about 52 
ft. long. All sets made up with green 
wire, de luxe transformer, and completely 
equipped with clear, long life No. 109 


green wire, deluxe transformer, and are completely 


equipped with clear, long life No. 109 bulbs. 
No. XTL-20—29 Light Steddi-Lite 
System. Price 
No. XTL-40 
System. 
No. XTL-60—60 Light Steddi-Lite 
System. Price 


bulbs. 

ee ve $Q-93 
Se SBLWw 0 Like $4Q)02 
Blinker* Lite System, Price.°@ # O° 


For a Complete Line of Outstanding Christmas Displays 


and Decorations. Write 


for your 


FREE 


Copy of 


Christmas Catalog No. 254-D and Broadside No. 54-D. 


GARRISON-WAGNER CO. 


2018 WASHINGTON AVE. 
ST. LOUIS 3, MO. 
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Show 


more... 


sell 


more 
with 
motion 


bv 


Rovunp anv rounp sHE GoEs 
and where she'll stop, only we know! 
If you'd like to see where our beautiful 
ecdysiast * stops, write today for your 
free copy of “View More with Vue- 
More’. It’s a sensational new “hot” 
off the press booklet that shows ALL 
tells ALL about this lovely lass 
... and incidentally, about America’s 
most complete line of motion devices. 


*strip-teaser, to you. 





Dept. DW | 


214 SULLIVAN STREET, NEW YORK 12 
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Mobile 


ECAUSE railroads and railroad men 

were mainly responsible for the build- 

ing and development of Atlantic City, 
it was decided that an historical train would 
be most appropriate to portray the main 
events of its 100 years this summer. 

The main line tor the 125-foot long “Cen- 
tennial” train built by Strauss Displays of 
New York City, is the Boardwalk 
(;arden pier to the Convention hall. 
custom-built for the purpose, 6 feet 
with pneumatic tires. Its passengers are 
half-size fastidiously dressed in 
authentic costumes of their own period in 
history. “Celastic” one of the prin- 
cipal materials used in the construction. 


from the 
It was 
wide 


hgures 
Was 


The gayly colored locomotive and tender 
is styled after the first one which puffed 
into Atlantic City on the Fourth of July a 
hundred years ago. It has an 8-foot smoke 
stack pouring out smoke, a loud whistle, 
and bell. It is powerful enough to pull 40 
tons of cars. The tender conceals an elec- 
tric plant big enough to illuminate 15. six- 
room houses. The current is used to selft- 
illuminate all of the displays and to run 
the electric motors required to provide 
“steam” for the whistle and to drive var- 


Display 


ious animated objects, as described below. 

The purpose of the cars is to depict the 
outstanding events of each of the 
past 100 years. Weeks of were 
spent by the Strauss organization to in- 
sure the authenticity of the many period 
fashions ot and style of the char- 
acters which actively take part in the scenes. 

The first car acts out the signing of the 
City charter. The scene is at the fisherman's 
property who owned the area. 


decade 
research 


dress 


Drying fish 
nets, lobster traps and other equipment are 
spread about. 
President Grant 
in the 1870s at 
Washington's 


considerable time 
Atlantic City to escape 
heat. Omitting the more 
probable rough and ready character with a 
cigar and long drink, the second car tact- 
fully shows a scene of Grant in impeccable 
attire, receiving a bouquet of flowers from 
a little girl. Other ladies and 
in fancy dress surround them. 
The first bathing suits were generally ac- 
cepted in the early 1880's. The scene on the 
next the edge of the beach. A 
dips her bathing shoe in 
waves lapping upon the 
waves her arm coyly 


spent 


gentlemen 


car 1S at 
bathing beauty 
and out of the 


shore, another one 
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while a leering Beau Brummell strokes his 


mustache in obvious approval of the new 


fashion. 

The spirit of the Gay Nineties is im- 
pressed by a scene (pictured) with Diamond 
Jim Brady raising and lowering a glass in 
a toast to Lillian Russell at a banquet. 

The turn of the century brought the city’s 
first paid fire department, so the fifth car 
has two rearing horses pulling an _ old- 
fashioned fire engine. The driver is fran- 
tically pulling on the reins while his team- 


mate in the rear clangs the bell. Smoke | 
pours from the engine's boiler and the ever | 


faithful Dalmatian dog is tagging along. 
The beach of Atlantic City was a tavor- 
ite spot for early experiments in lighter- 
than-air ships. (Walter Wellman set out 
irom Atlantic City in 1910 in his dirigible 


“America” in the first attempt to cross the | 


Atlantic ocean by air.) A car complete 
with an airship aloft commemorates these 
pioneer experiments. 

The annual “Miss America” contest is 
one of our country’s most publicized events. 
The first “Miss America” was elected in 
the original contest in 1921. A car has her 
revolving on a pedestal receiving the key 
to the city from the mayor, with some of 
the other contestants in the background. 


Probably the most powerful single at- | 
traction to the city that has contributed to | 


its continued popularity is the Convention 


hall. Its construction in 1930 1s marked by | 
a scene showing it partially completed, | 
with workers in the scaffolding and an | 


operating crane. 


During World War II, Atlantic City was | 
turned into a tremendous training center. | 


Many of the giant hotels were transformed 
into barracks and the city was blacked 
out. A car with a detachment of soldiers 
marching along the Boardwalk recalls this 
recent era. 

The final car honors the dual celebration 
of the Atlantic City centennial and_ the 
Diamond Jubilee of Light, marking the 
invention of the electric light. A huge gold 
medal rotates on its edge. On one side, 
depicted in bas-relief, is the original barren 
city, while the other is a composite of the 
modern city with simulated diamonds and 
dazzling lights. 


LAST-MINUTE IDEAS 
FOR CHRISTMAS 


[Continued from page 37 





a tie-in sign reading “Buy Him a Gift He 
Will Appreciate Long After Christmas” will 
tell the “Buy sporting goods to give as gifts” 
story. 

(G) I once used a number of cutout 
Christmas trees of the type shown here. They 
consisted of trees cut out of wallboard painted 
white, with sections of green foil card pasted 
on as indicated by the black sections. The 
completed glistening trees were then nailed on 
a length of pole set in a wood base and were 
most effective. 





Kilgore Appointed 
By Loveman's 

Formerly with the display staff of Love- 
man, Joseph & Loeb, Birmingham, John 
Kilgore has been appointed display manager 
of the store’s branch in Montgomery, Ala. 
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WHAT’S| |\DOING? 




















About this time of year, while in the midst of 
the biggest Christmas rush of all, we set our Sights 
ahead on Spring. 





As a member of the | NADI | we want to make your 


coming visit to Market Week highly interesting as 





well as productive. 

When you visit DECORATIVE, you will see us in 
larger quarters (we have taken two large floors 
in the adjoining building for much needed extra 
space). For the first time, all of our activities 
will be under one roof. 

You will also see the presentation of our new- 
est Spring creations which only our own spacious 
show rooms can accommodate (with apologies to the 
New Yorker). 


This year make your Market Week complete with 
avisit to us. 


DECORATIVE PLANT CORP. 


136 West 24th Street, New York 11, N. Y. 











Clean Mannequins Quick n' Easy 
with a8 
FAST SIGN" * 
MANI-KLEEN PLASTIC 

"It Cleans Clean" 
Order From Your Display Jobber L ra T T ‘ ie S$ 

A oe of Bontec Laboratories 
| t Ave., Wilmingt lif. . , 
eadinnieancdiitaiaeAbainedeincinalinis The best in plastic letters. Many styles and 








izes 14" to 6". Write f les of 
TRACY PARADES|. oOo” 


Builders for the Greatest Shows on Earth 
Ringling Bros, Barnum, & Bailey, — Macy's FAULKNER LABORATORIES 
UNUSUAL FLOATS DESIGNED AND BUILT. Box 1285, Tampa 1, Fla. 


HEADS OF ALL DESCRIPTIONS. 


Some Renta! *Trade Mark Reg. U.S. Patent Office. 


$ 
BOX 12 {Across the River) SECAUCUS, N. J. 
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EVERGREEN ROPING 
For STREET or STORE Holiday Decorations 


LAUREL ROPING 
Per yard $ .17 
250 yards, per yard 16 
500 yards or over, per yard 15 
1000 yards or over, per yard 14 


WHITE PINE ROPING 
Per yard $ .16 
250 yards or over, per yard 5 


HEMLOCK ROPING 
Per yard 16 
250 yards or over, per yard .. 5 


SOUTHERN WILD SMILAX 


(F. O. B. Packing Plant in Ala.) 
Per 60 Ib. case (Covers 600 sq. ft.) $9.00 
5 cases or over, per case 8.50 
Per half case 5.00 
These are Natural Fresh Cut Evergreens (Not Preserved), and should be 
erected soon after arrival. 


Order from this ad. 
Prompt shipments. Guaranteed Stock. 


CAROLINA FOLIAGE CO. sort carouna 














IMMEDIATE DELIVERY! 


FROM STOCK . 
Plexiglas 


e .060 thru 3.000 
e Clear and Colors 
@ Stock and Custom Cut Sizes 


Vinylite 


e .010 thru .125 — Sizes 20x50 — 21x51 
@ Rigid and Fiexible 
e Clear — Matte — Colors 


Cellulose Acetate 


e Clear — Matte — Colors 
e Sizes 20x50 — 25x40 — 40x50 
e And Sheets Cut To Any Size 


PRICES THAT ARE RIGHT! 
Telephone Dickens 2-2616 


TRANSILWRAP COMPANY 


2814 FULLERTON AVE. CHICAGO 47, ILL. 


EASTERN DIVISION -~ =~ = piitsbetrnia 4d Pa. 
> AGgod WITTE Yucca Poles, Cholla, Red & Black 


‘a IN ° In 1/2 Ib. Flat Boxes Manzanita, Sandblasted Manzanita & 
Wad ee ‘ Grape Stumps, Selected Driftwood 
; We Procure Our Own Materials 

- # 1b- #17-$20-#24 
Eien, & F 

















L geND $1 for 1b. SAMPLE Russel Morris of California 
SUKAYE CO. INC is tmumeit a yaey 990 S. Live Oak Fontana, Calif 
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CHICAGO DISPLAY 


[Continued from page 35] 


| cutouts of children running to school and 
| fastened into a slate made a simple back- 


ground and left ample room for stressing 


| the smartness of apparel for the younger set. 


Bells of various sizes added further emphasis 


| to the fact that it was a fashion presentation 


for schoolgirls. Robert Busse is display 
director. 


A second window at Lytton’s | stressed 
“Rembrandt Browns,’ smartly connected up 
with the collection of religious pictures shown 
for two months at the Art Institute in con- 


| Junction with the Council of Churches. Many 








of the works were originals from the Louvre 
and from the Amsterdam museum, and _ it 
was said to be the largest collection of re- 
ligious pictures ever gathered together. The 
simple background used frames from which 
ferns in fall tones of brown and in rich con- 
trast fruit colors added to the importance 
of the brown frock and suit shown. 


An excellent example in window display 
of the mix-and-match theme for the college 
girl was the work of Jim Murray at Maurice 
L. Rothschild. The colleges in the immediate 
area were featured in the pennant displays, 
and with the latest issues of Sports Illustrated 
magazine as a background. Accessories for 
the various outfits were combined as added 
items of interest. Cases at the back of the 
window showed unusual bits of jewelry to 
appeal to the younger woman who is college 
bound. 


The State street stores have been giving 
more window display space to piece goods 
than in many months. Some stores that had 
outstanding piece goods departments discon- 
tinued these, only to be confronted with a 
definite swing back to home sewing. Marshall 
Field & Co. has been a leader in such windows, 
some of which were shown last month as an 
opening idea for smart fall wardrobes. 


This last month Goldblatt’s, Carson's, and 
Mandel’s have given both window and adver- 
tising space to piece goods and found it paid 
dividends. The Fair has regular sewing 
classes, and this fall many of the night schools 
are offering sewing classes, as are the “Y”’ 
groups. Combine these featured ideas with 
piece goods windows and there is bound to 
be a good sale. 
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LOS ANGELES DISPLAYS 
ENLIVENED BY IDEAS 
[Continued from page 29] 

and Purples!” The eye-stopping power of 
this inexpensive triangular shaped main 
window was achieved through the adroit 
use of window height and the pink and 
purple colors on the mannequins seated in 
the manzanita branches. Further drama 
resulted from having the spotlights on these 
figures only. Tied to the manzanita branch- 
es, which were suspended from above, were 
artificial purple plums and purple ferns. 
The sand on the floor was likewise pink, 
with purple plums here and there. 

An example of what Display Director Ray 
Fertig, of Foreman & Clark, advocates in 
strong masculine appeal was demonstrated 
in his “Sports Wear Show,” which 1s not 
pictured. Every element coordinated in 
masculinity, from the natural wood wall 
paneling in the background to the simulated 
wood sign panel. The lettering of all the 
copy cards was strong and bold. There was 
only one figure—wearing a sport coat, sport 
shirt, and slacks. It, too, was all “he-man.” 
Elsewhere, continuing the theme, there was 
a narrow, rectangular panel in the center 
background, illustrating fall sport activi- 
ties. 

A copy card in the foreground declared, 
Top Winners — Preview of Sports Wear 
Stars That Deliver the Most for Your 
Money.” And nearby were five examples in 
slacks, jackets, socks, sport shirts, and shoes. 
Three pairs of the slacks were draped over 
a pole tilted at an angle. The “Sports Wear 
Show” sign became the other side of the 


oar 


angle, and the resulting pointer carried the | 


eye towards the figure standing at the left 
of the window. 

At Ohrbach’s, downtown, William Meiss- 
ner had a yardage window with an _ un- 
usual twist. “The idea behind suggesting 
plaids and tweeds for the autumn season 1s 
that of making a skirt with a single yard of 
material,’ he explained. The actual plaid 
material showed through a cut-out section 
of a McCall’s “One-Yard” skirt sign. Bolts 
of tweed were draped horizontally across 
the background. Plaid was in the _ fore- 
ground. The McCall's sign was done on 
plastic over white, which continued the 
illustrations and which in turn was super- 
imposed on a yard of plaid material of 
wool and nylon. 





"Styrofoam Color Spray" 
Is Now On Market 


Illinois Bronze Powder Company, 2023 
South Clark street, Chicago, has introduced 
a coloring that will not dull the lustre or 
“burn into” the flake-like substance of styro- 
foam, it is announced. “Styrofoam Color 
Spray” is a colorful translucent finish that 
allows the natural crystal sparkle of the 
material to shine through, accents the glit- 
ter, and eliminates any chemical reactions 
that may melt, eat into, or deteriorate the 
styrofoam. 

Like most products in the Illinois Bronze 
line, it is packaged in a self-spraying dis- 
penser. The metallic shades of copper, 
gold, and aluminum are among the selection 
of 12 “Styrofoam Color Spray” finishes 
available. Details will be sent on request 
by the manufacturer. 
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TARNISH RESISTANT 


SILVER GLASS 


TINSEL 


For the eye-catching, sparkling displays that 
only silvered glass can give 


Colored Tinsel 


ice 
Available in Any Color of Your Cho 


Available from your jobber or write for samples and name of nearest jobber 


POTTERS BROS., Inc. 


CARLSTADT, N. J. 
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Design No. Xi0—Colorful Christmas Valance in Design No. Xiil—Nativity Scene in beautiful 
full color. Large 50 ft. Roli—i0"' wide. .$3.00 ea. colors. Large 50 ft. Roll—I0"' wide. ... $3.00 ea. y 


« . 4 
~ * - . - * 
. “ * 
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These beautifully lithographed display rolls, on high quality paper, are ideal decorations 
for store windows, around aisle or counter displays, etc. Send for FREE sample today — and 
cash in on the profits. Liberal discount to dealers. 


THE PROGRESS LITHOGRAPHING CO., CINCINNATI 37, OHIO 




















1240 N. Homan Ave., Chicago 51, Ill. 
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40x 60 
THEATRICAL BOARD 


When a BIG idea calls for a BiG cardboard, 
check up on Crescent 40” x 60” Jumbo 
Poster Board. 

Available in six colors. Crescent Jumbo 
Boards are backed with a white facing ma- 
terial which increases the board’s strength 
—makes both sides usable. 


Use Crescent Quality Board—for Jumbo 
Posters, Charts, Backgrounds, Displays, 
Theatre Frames, Photo Mounting. 


For pen, brush, print- 
ing, show card color or 
ink. 

Write for Samples. 
See your dealer Today! 


CHICAGO CARDBOARD CO. 


(Continued from page 20) 


"Nothing but long-range growth for the economy 
ahead" is the prediction of Lawrence A. Appley, 
president of the American Management Association, 
in that organization's annual report released to 
19,000 members. "We are currently on the 
threshold of another era of economic growth which 
is destined to surpass the technological and 
managerial accomplishments of the past," he 
believes, and notes that over the past quarter- 
century the nation's output of goods and services 
and the standard of living of the American people 
doubled while the population increased a third. 


Stan Schary, of Printasign, sees the future 
in terms of babies. "Our phenomenal baby boom 
of the last six or seven years will become even 
more phenomenal as the years come and go -=- meaning 
that millions of new customers will be born to 
take all the things America can produce. In the 
short time since World War II, over 33 million 
babies were born, nine million more than in the 
decade of the 'S0s. This is a bulge in our 
population that is remaking the industrial facade 
of America. At the moment, these babies are 
making a boom for all industries catering to 
babies. It won't be long before the ones born in 
the late '40s will be teenagers and will make a 
boom for those who cater to that age group. In 
the '60s they will be brides and grooms and will 
strain the capacities of producers of appliances, 
homes, automobiles, clothes, furs, furniture, and 
thousands of other products, familiar and brand- 
new. And as they are married and have babies 
too, the boom will become even more explosive 
than ever before. The result -- our nation will 
smash every record for income, employment, 
and production."... 


Christmas displays are almost due to go in, 
and so this is an opportune moment to remind you 
that immediately after the holidays is a good 
time to sell those you used this year, or pick 
up others for next year from stores which wish 
to dispose of them. Displaymen who use DISPLAY 
WORLD's Opportunity Exchange find that they can 
do either -- quickly, and at very low cost... 


Cordially yours, 


2? hee 
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Store Design 


By KIM HOFFMANN 
Hoffmann & Heidrich, New York City 


S a teacher of residential interior de- 
signing and as a= consultant for 
DISPLAY WORLD and Apparel Arts 

on store design, I have become convinced 
of one important fact. It is this: you can 
generalize many pertinent data in residential 
interior design, but few facts are universally 
applicable in store design. 

Store planning is based on sales routines 
and the idiosyncrasies of the respective 
store owner. The combination of merchan- 
dise carried plays an important role. No 
two stores carry the same group of items, 
not even two branches of the same chain 
store. Location plays another important 
part in store designing. 

Spaciousness, airiness, and brilliance are 
our ideal for stores today. Yet stores car- 
rying jewelry, millinery, and other items 
pertaining to personal matters and vanity 
frequently prefer cozy, closed-in surround- 
ings based on mood lighting and colorings. 

Men’s wear stores of the higher strata 
ignore the demand for light and airiness 
in many instances. There seems to be an 
association between darkness and_ refine- 
ment. The walls must be done in brownish 
or reddish fine woods to offset the high- 
lighting white and light shirts and similar 
merchandise, while subtly underscoring the 
elegant suits. 

All lighting theories are thrown to the 
winds when one plans a fur store. It seems 
that some furs, especially mink—the al- 
mighty — must not betray any note of red- 
dishness. An effect has to be evolved fea- 
turing blue and white fluorescent light and 
a rather ghastly, cool, wintery atmosphere. 
One may disapprove, but the fur must look 
faultless to warrant high prices and to 
emphasize that a mink coat. practically 
paves the one-way street to heaven. 

Try as the store designer may, the cus- 
tomer is always right. No matter how much 
storage space one creates, no matter how 


neat the layout for merchandise may be, two | 
weeks after the opening the store owner | 


has managed to cram in 30 additional un- 
planned-for types of merchandise to be ab- 
solutely sure that the store will pull 
through the first six critical months. But 
soon one may relax; after three months 
the store looks clean once more and many 
unnecessary items have weeded themselves 
out. 

This much may be stated. There is a 
trend toward self-selection and toward the 
abolition of high-pressure sales personnel. 
Shelves are freely accessible. Merchandise 
is displayed ready to be taken to the 
cashier's desk by the customer. Most store 
owners prefer bright lights. Window dis- 
plays reach from the front deep into the 
store, leading the eye to the interior. Sepa- 
ration walls between the window and the 
interior are removable and remain removed 
for longer intervals. 

Store owners no longer plan their stores 
alone, nor are they satisfied with run-of-the- 

[Please turn to page 81] 
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SHOW MORE GOODS 
Customer Selection 


Unit shown will hold 
66 doz. men's under- 
wear on display and 
48 doz. in storage 
section. Other items 
in relative propor- 
tion. 





ISLAND UNIT AS SHOWN FINISHED IN WHITED OAK 
Floor to bottom shelf—24" 
Height between shelves—10" 
Bottom shelf inside—30%4" x 591/4" 
Middle shelf inside—22'" x 59%" 
Top shelf inside—1044" x 59%" 
5" kick base. Holder for 47'2"' long card 
Ticket mouldings will take 1%" strips 


AU 88—Packed for shipment... ..$149.90 ea., f.o.b. Phila, Pa. 
Glass and clips additional 


Also available as one side counter unit 25"' deep 


Write us regarding your specific problem 


Arrow Display Associates 


325 GLENWOOD AVE., PHILADELPHIA 40, PA. 











MORE PROFITS WITH JONES 
QUALITY MERCHANDISE 


@ Italian Holly Wreaths 

@ Lycopodium Wreaths 

e@ Lycopodium Roping 

@ Flocked Wreaths and Roping 
@ Ruscus Hedging 


WRITE FOR FREE CATALOG 


JONES 
The Holly Wreath Man 


BOX D26— RD2 MILTON, DEL. 
































QUALITY 


DISPLAY 
MATERIAL | 


We are proud of the high 
quality attained in the 
manufacture of Reycurv. 
You too will agree it is 
HEAD and SHOULDERS 
above all other corrugated 
display materials, for class- 
4c beauty and rugged sta- 
bility. 

it costs no more to use the 
best. . Say Reycurv. 





THE REYBURN MANUFACTURING COMPANY INC. 


ROYERSFORD, PA. PHILADELPHIA, PA. 


OT 
oy aud wee 











Store Directory & 
Bulletin Boards for 
Better Selling! 


Let an Acme board create impulse 
buying with its departmental list- 
ings and your advertisements. Write 
today for Acme's FREE folder ‘'Sell- 
ing Through Suggestion,” and the 
latest catalog on directories and 
bulletin boards. 


ACME 
BULLETIN COMPANY 


37 EAST 12TH STREET 
NEW YOR 3. &. Y. 














Dé Ideas 


OR a display of ski-wear, Frederick 

Asmussen, The Myer Emporium, Mel- 

bourne, Australia, used the caption: 
“The Store for Men says — Track in Color.” 
The background was a painted snow scene 
of a skier on a familiar mountain slope. 
Two enormous trees made of papier mache 
and wire netting stood at the sides of the 
window, with snow-covered foliage extend- 
ing from the top of the window down into 
the display. The floor was covered with 
salt and crystal frost effects were spattered 
on the window glass... 

Men’s top coats were shown by Asmussen 
before a black line drawing across the back- 
ground, depicting in caricature the emo- 
tions of people waiting for a bus. Six coats 
were shown on upright coat forms in the 
foreground, each topped by a caricatured 
cut-out head inserted in the top of the coat. 
The floor was a brilliant yellow, and the 
background was gray... 

A display for National Baby Week, by 
W. R. Murray, Cain-Sloan Company, Nash- 
ville, used small gamboling lambs made out 
of flowers in an are across the back- 
ground... 

Tom Comerford, of Lit Brothers, Phila- 


| delphia, announced an annual sale of sample 
| coats by erecting a reproduction of a way- 
| side billboard in the window with the copy 
| lettered distinctly and in detail to describe 


the coats and prices. No merchandise was 
shown. The billboard was flanked by bushes 
and rested on pebble-cloth .. . 

Attention was drawn to men’s suits, cen- 
tered in the window and resting on a cloud 
of angel’s hair, by two huge black cut-out 
hands with fingers spread wide and extend- 
ing into the display from each side of the 
window at Broderna Hedberg A/B, Eskil- 
stuna, Sweden. K-G Frederikson is display 
director... 

A display of men’s hats at the same store 
showed the headgear floating through the 
air on hat-blocks. At three spots in the 
window two masculine hands, ending at the 
simulated sleeve cuffs, held streamers on 
which appeared the selling copy . 

Guns ranging from rifles to shotguns were 
placed closely together and at regular in- 
tervals across a_ perforated hardboard back- 
ground in a display by Harold L. Bentley, 
T. B. Rayl’s, Detroit. Other hunting equip- 
ment was shown below the guns and on the 
floor of the window. The dramatic element 
was introduced by painting large concentric 
rings on the glass so that it resembled a 
target: across the target and ending in the 
bullseye the words “You Can't Miss” were 
painted. Card copy emphasized the need to 
choose a gun wisely, at leisure, carefully, 
and with pride... 

Fred Wassall, of Walker's, Wichita, 
showed lingerie in “Hawaiian Hues” within 
an oval formed by torn seamless paper. The 
sides of the window were covered with 
Hawaiian travel posters, and at the left 
were cut-out figures of a hula dancer and 
a native musician. Lighting in the front of 
the window was subdued, with the lower 
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background given intense illumination which 
caused dramatic shadows .. . 

Giant cut-out feminine hands were the 
principal props in a notions display by 
D. F. Moss, Jermyns Department Store, 
Norfolk, England. One at the right seemed 
to be drawing aside several lengths of 
dress fabrics stretched from the ceiling to 
the floor, while from its finger-tips white 
cord extended to free-form wallboard sec- 
tions holding various notions. At the left 
the other hand supported a dressmaker’s 
dummy. A large tape measure extended 
from left to right in graceful curves. Part 
of it was used for the slogan. “Sew, Save, 
and Be Smart.” Still more notions were 
in symmetrical arrangement on the floor... 

A float by Bart Gagnon, Seattle, for 
Standard Oil of California, used a marine 
theme. Bathing beauties on outriggers from the 
main float were seated on sea-horses, while 
on the center section of the float still other 
sea-horses had ribbon reins extending back 
to another bathing suit-clad girl who stood 
before a large circle on which the sponsor's 
name appeared, and the words “Seventy- 
fifth Anniversary.” 





VMG Planning Committee 
Holds Meeting 


Members of the planning committee of the 
Visual Merchandising Group, National Re- 
tail Dry Goods Association, met on Septem- 
ber 23 to discuss the program for their 
session scheduled for January 13 at the 
annual convention of the NRDGA. The fol- 
lowing display directors are on the com- 
mittee: Edward von Castleberg, Blooming- 
dale’s, New York City; James Gosling, R. 
H. White & Co., Boston; Thomas Comer- 
ford, Lit Brothers, Philadelphia, and Robert 
L. McCorkle, Bamberger’s, Newark. 

Since the convention is geared to store 
management, the committee decided to have 
speakers drawn from store management 
participate in the program. These will in- 
clude a store president, general manager, 
controller, sales promotion director, man- 
ager of store planning, and a manager of 
branch stores. Their addresses will show 
how each one looks upon a specific retail 
display problem and give their own recom- 
mendations for the solution. 

The committee will meet soon to decide 
on the program for the NRDGA-National 
Association of Display Industries Display 
Clinic to be held in Chicago on June 24, 
just prior to the annual Display Market 


Week of the NADI. 





COMING UP 


Girl Scout Week Oct. 31-Nov. 6 
Hallowe’en Oct. 31 
American Art Week | Nov. 1-7 
Armistice Day .. : ‘ Nov. 11 
Children’s Book Week ..Nov. 14-20 
Christmas Seal Sale ...... Nov. 15-Dec. 25 
National Cage Bird Week...... Nov. 21-27 
Thanksgiving Day a i... ORD 
International Golden Rule Week... Dec. 5-12 
National Association of Display 

Industries Market Week ...Dec. 11-16 
Bill of Rights Day . bass wick bee 
Pan American Aviation Day ........ Dec. 17 
Christmas Day 
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3 “SIGNPRESS” 


SHOW CARD AND POSTER MACHINE 


Feat?! SPEED----SIMPLICITY 
LOW OPERATING COST----LONG LIFE 


Used for over twenty years by leading national chains. 


MORE PROFIT Many have from 50 to 500 or more in use. 
T0 YOU + pene 


SHIRTS 
The "SIGNPRESS" en- “$s 
ables store managers to 
do a better job of mer- 
chandising. It provides 
a simple, convenient 
means for producing 
GOOD LOOKING Cards 
& Posters QUICKLY and 
at SMALL COST. 























MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. 


BOX J-144 ADRIAN, MICH. 

















WROUGHT IRON IS 
THE LEADER Ballou’s 


Glittering products will add 
eye appeal and pep to your 
holiday displays. 


METAL FLAKES 


Brilliant, scintillating, non-tarnishing 
flakes in gold, silver and many colors. 


GLASS TINSELS 


Beautiful sparkling colors — red, green, 
gold, silver, blue, black—five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 
Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 
When used with our special bead 
adhesive for outdoor and_ indoor 
signs, wonderful results can be ob- 
tained at less than % the cost of 
“glue-on” reflectorization. 


_ + | 
Build your shee displays around thi GOLD aad ALOMINUM 

Keeler" ry BRONZE POWDERS 
six-way unit. Compact but will hold 
6 aes of se eae : Greatest possible luster in the correct 


MSS-6-Comp. wees $14.85 fineness for screen process or any 


With sleale shee tens purpose required. Send for color card. 


MSS-6-P-Comp. . 2. $16.95 Write for Sample Card 
See Your Jobber 


FERRO-CRAFT | || EDWARD C. BALLOU CO. 


MORGANFIELD, KY. 






































Financial Display 


FORSYTHE 


SAVE MONEY 


ON YOUR By SAMUEL C. 


The Franklin Savings Bank, New York City 





MANNEQUIN 


e New Nylon Wigs 
e Plastic Mannequins 


e Reconditioned 
Mannequins 


@e Mannequin Repairs 


e Santa Claus Wig 
and Beard Set 


Whether you need mannequins for a 
new store opening—want to replace 
or repair your present ones, check 
us first and save on your mannequin 
costs. 





Write for further information, Specify item you 
are interested in. 





‘HERZBERG: ROBBINS, INC.” 


457 WEST BROADWAY 
NEW YORK 12, N. Y. 














“The House of Naturals" 


FALL & XMAS 


"Nature's Best!" 


IMPORTED and DOMESTIC 
ORNAMENTS, TINSELS, 
GARLANDS 
IN FOIL and GLASS 


FLAMEPROOF 


ARTIFICIAL BALSAM 
TREES and SPRAYS 


PRINCESS PINE and HOLLY 


Natural 


Showing of 


Flocked Branches 


@ WREATHS e ROPINGS 


OOO Pe ORT 


DARTS and FLOWERS 


DISPLAYS, INC. 


Monufocturers @ importers @ Creators 


ISPLAY advertising 1s not something 
new, and it is rather difficult to de- 
termine just when in history it first 
started. We can, however, be quite sure 
that it has been in use for centuries. It has 
slowly but steadily progressed from a sim- 
ple display of various wares which an Arab 
may have spread out in the market place of 
a village in distant land, to the more 
artistic and elaborate displays which appear 
in stores all over the world. Time of 
changes everything, and the field 
ot display exception to this 
fact. Today, with new materials, new 
fabrics, new ideas in lighting, and modern 
techniques of animation and the use of color, 
displays are, to use a phrase from the teen- 
agers, “out of this world.” Statistics show 
that display is a most powerful device tor 
creating sales and in respects it out- 
distances all other advertising. It has the 
advantage of being able to exhibit where 
most other advertising can only describe. 
It also has the further advantage of effects 
in three dimension, color instead of being 
limited to black and white, and presents 
the opportunity of impressing the pros- 
pective customer at the point-of-sale. De- 
spite the fact that scientific methods of 
gauging the exact relationship between 
display and sales have not yet been devised 
worthwhile scale, almost all stores 
which make good use of their displays are 
sure they produce excellent results for the 
relatively low cost involved. 

It may be of interest, particularly to those 
financial world, to note an excerpt 
editorial which appeared in _ the 

Banker” under date of August 


some 


today 
course 


has been no 


some 


on any 


in the 
from an 
“American 


20, 1952. “Bank buildings for long have 
been recognized by business realty operators 
as ‘bad for business. Until recently, any- 
way, they have been designed and operated 
with the very antithesis of merchandising 
appeal. Unlighted at night, attracting pub- 
lic traffic only four or five hours a day, with 
no show windows, no goods on display, no 
advertised ‘sales’ and devoted to saving, not 
spending, the bank building, like a church, 
all too often killed a corner.” Some time 
ago in his daily column “Strictly Personal,” 
Chicago Daily News writer Sidney J]. Har- 
ris stated, “A bank is a depressingly imper- 
sonal and seemingly inhuman institution to 
those millions of us who don't know an 
asset from a hole in the ground.” 

With the reader’s permission, I would 
like to pause here for a moment and pay 
tribute to a progressive and_ foresighted 
group of men who serve as trustees, and 
also to the officers, of The Franklin Savings 
sank. They were quick to realize that a 
bank must be in tune with the times. 
cause of the sagaciousness of these men, our 
bank is exempt from the above criticism. It 
you were to visit The Franklin today, our 
main office at Eighth avenue and 42nd street 
or our new branch on Ninth avenue at Oth 
street, you would find the interiors brignt 
with modern lighting, music to provide a 
most pleasant atmosphere, modern air-**%r:- 
ditioning for year-’round comfort; exteor, 
modern flare-lighting to brighten and highli-ht 
the characteristics of the building, and dis- 
play windows to attract attention and help 
carry our message to the public. 

It has always puzzled this writer why so 
many financial institutions have closely re- 
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—''The Flying Window" is the title given this unique display bus by K. G. Fredrikson, who heads 

display for Broderna Hedberg AB, Eskilstuna, Sweden. Actually, three buses are used for the 

traveling fashion show, of which the one pictured is the largest. The show is put on on ramps con- 

structed around ‘The Flying Window,’ with the assistance of a narrator, three models, and 
special recorded music— 


é: 43 W. 5éth St., near 5th Ave. 
5 New York City 19, N.Y.» 
*U. S. Reg: Trade Mark,, 








DISPLAY WORLD 





sembled mausoleums. For years most of 
these institutions were so dark, dull, and 
forbidding that it is no wonder the public 
in large numbers resorted to the sugar- 
bowl, the mattress, and other means of lay- 
ing away some savings for that well-known 
rainy day. There is no reason in the world 
why banks, which are in reality “super- 
markets of services,” should not have been 
active in display long before this. 

To illustrate how badly neglected this par- 
ticular field of display is, the New York 
Public Library, one of the largest in the 
world, has in its archives only two small 
books on the subject of financial display. 
Both of these were written over 28 years 
ago. From this it would seem to indicate 
that bankers at one time in the long ago 
had intended to use display, but because of 
a lack of interest by the majority or not 
having the foresight to recognize the pro- 
ductiveness of this advertising medium, 
nothing much came of it. 

Most bankers will agree that for years 
bank advertising has been wrapped up in 
the most traditional conservatism. Because 
of the very nature of display it can do much 
to create favorable impressions of the bank 
as one that is warm, friendly, and pro- 
gressive —that the bank is not only steel, 
stone, and stuffiness but that it is also 
people; people who are eager to serve, peo- 
ple who are glad to help. 

The main purpose of a financial institution 
in using window displays is of course to 
sell goods or services. Another distinct 
purpose is prestige, which is dependent to a 
large extent on the nature of the displays. 
The bank policy and its character are large- 
ly revealed in this way also. Let us remem- 
ber that display has a dual purpose —ad- 
vertising plus public relations. 

Broadly speaking, there are two types of 
display, selling and institutional. The sell- 
ing displays deal with the various services 
which the bank has to offer, such as travel- 
ers’ checks, foreign remittances, money 
orders, coin banks, Christmas Club = ac- 
counts, and savings accounts. The institu- 
tional displays would include those dealing 
with such items as exhibits, hobbies, 
lections, paintings, anniversary, 
shows, and so torth. 

Let us realize that the object of most 
financial display is to lead the customer 
from the display window to the bank door 
and eventually to a sale. Whether you are 
featuring in your display money orders at 
ten cents each or low-cost savings bank life 
insurance which an individual can purchase 
in amounts up to $5,000, your display should 
be strong enough to have an effect to make 
those viewing it come into the bank to make 
a purchase. If it is true that 87 per cent 
of the public buys through the attraction 
of sight, then it stands to reason that a good 
display is a strong selling tool for getting 
people to stop, open their wallets, and buy 
what you have to offer. We have something 
to sell just as other businesses have; let's 
do it! 

3efore proceeding to some of the basic 
rules for good financial display let us con- 
sider some other important facts. Let us 
assume that management has decided that 
display is to become part of their adver- 


col- 
flower 


[Please turn to page 85] 
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HANSEN.. 


— the one-hand TACKER with a 


BACKGROUND 


of BETTER PERFORMANCE 


More attractive displays — installed Faster, Easier 


— with HANSEN. One-hand operation. 


with one hand — operate Tacker with other. 


pointed staples fast as you grip. 


The Displayman's Standby Tool 
for Steady, Ready Service 
Balanced design; quick, positive, easy operation 
— Take-up Jaw for fast, on-the-job service—are 
features that insure steady performance. Readily 
portable, HANSEN goes fo and stays on the job! 


Variety of Models, Many Staple Sizes— 
Thirty-six different models — eighty staple sizes 


REQUEST —provide a Tacker and 


, a size Staple for most 
— a Ar tacking and fastening 


needs. 


<FREE BOOKLET 


Send for FREE BOOK- 
LET, illustrating and 
describing the 


Hold material 
Drives two- 


complete 


line of HANSEN Tackers, 


Staplers and Staples. 


A) Pe ed - 


N MFG.CO. 


5041 RAVENSWOOD AVE... . CHICAGO 40, ILL. 














GRAFOREL 


EASY TO MAKE 
WITH NEW 3-D CORK LETTERS 


Make your own signs quickly and easily 
with smart new ready-gummed Graforel 
letters. Just moisten and stick in place. 
They hold securely. Can be used in 
natural cork color or painted any color. 
Ideal for window display, exhibits, movie 
titles, and advertisers. Twelve type 
faces to choose from! Sizes from % to 
4 inches high. Buy in 100 or 300 letter 
assortments or just the letters you want. 


Write or phone for samples and catalog. 
GRACE LETTER COMPANY 
5 East 47th St., N. Y. MU 8-2950 


Garrison Wagner Co., St. Louis, Mo. 
or your local jobber. 











JUTEBOARD ... SOLID COLOR 
Barber Pole Stripe 


DISPLAY 
TUBES 


TM hicld aie) | 
IMMEDIATE DELIVERY 7 


e@ 81 Color 
'elsal-llal-hatelals 


@ 8 Diameters 


@ 6 Lengths 


Write for 
Color Swatches 
and Details 


: Manufactured by Fad 
ROUND TUBES & CORES COMPANY 
801 North Peoria Street © Chicago 22, Illinois 

“Ground Floor’’ Opportunity 
for Stocking 
Distributors 





Vour Displays 
SELL MORE 


Color attracts customer attention . . 
Enhances displays and helps to sell more 
merchandise! Try it. You'll soon see why 
color is such a powerful selling tool. 


You Can Dolt BEST with 
BEST astomere COLOR WHEELS 


Unit consists of a 13'' diameter plastic filter 
wheel having longer lasting, richer looking, 
plastic colors of red, blue, green, amber and 
straw. Revolving wheel is powered by 110 
volt, 60 cycle, self-starting synchronous motor. 
Unit includes rubber cord and silver and black 
wrinkle finish. Excellent where controlled auto- 
matic color changes are desired in places such 
as: store windows, night clubs, interior dis- 


ay ballrooms, theatres, etc. $22.50 
hy $23.61 
ALSO 
BEST 400 WONDER SPOTLIGHTS 


BEST PEE WEE SPOTLIGHTS 
DISPLAY LIGHTING ACCESORIES 


Write for Literature 


The BEST DEVICES Co., Inc. 


10921 BRIGGS ROAD, CLEVELAND 11, OHIO 














RUSTIC & 


WESTERN DISPLAYS 
BIRCH 


Poles — Branches 


CEDAR 


Poles — Slabs — Bark 


Rustic Furniture Co., Inc. 
“PARKCRAFT" 
Phone WI 9-6479 Williamstown, N. J. 











PLEASE MENTION DISPLAY WORLD 
WHEN WRITING ADVERTISERS 





DISPLAY TEMPO STEPS UP 
AT THE NEW OHRBACH'S 


[Continued from page 23] 


copy of the poster read: “The lowest prices 
in town have moved to 34th street.” The 
name QOhrbach’s was in large script in the 
lower corner and below it the words “a busi- 
ness in millions ... a profit in pennies” and 
“Great new store opposite Empire State 
building.” 

Mr. Hvorslev used blow-ups of this poster 
as removal notices at the old store, where 
shades were drawn over each of the windows 
and the poster mounted in the center. 

For one window at the opening of the new 
store the price tag cutouts were used with 
no legend and with one central figure of a 
herald standing in front of the price tags. 
Merchandise for the window was carefully 
selected from the Oval Room boutique to 
emphasize quality rather than price. 

The second set of windows turned to time 
for a theme. Using large watch and clock 
faces, cutouts with realistic details, which 
were suspended by heavy yarns into the win- 
dow area, Mr. Hvorslev built up the legend 
“It’s time to learn about Ohrbach’s_ low 
prices.” These windows featured college wear. 

Another and different set of displays 
pointing up heavy tweeds went nautical 
with weathered rowboats in a fallish marine 
scene, with white gulls making a sharp con- 
trast to the winter warning atmosphere. But 
the mannequins were snug and warm, hand- 
somely attired in their smart tweeds. The 
caption read: “Tweeds sail into winter carry- 
ing Ohrbach’s low prices.” 

Perhaps no store has ever received as much 
publicity through daily featured columns and 
regular news pages, created more stir of ex- 
citement, or aroused more curiosity than did 
Ohrbach’s by announcing the move to a mid- 
town location. Crowds flocked to the opening 
where everything was new except the Ohr- 
bach’s price tag and the Ohrbach’s policy. 

Actually the store was ready for the move 
long ago. For a long time Ohrbach’s has 
been stocking merchandise that belonged in 
the midtown area, and attracting a limousine 
trade which came to 14th street especially to 
buy Ohrbach’s exclusives. Now the store has 
moved closer to this trade. Obhrbach’s had 
grown up and the displays that are going into 
the new store are in keeping with that growth. 
Already there has been a good response from 
the passersby, many of whom are visitors from 
out-of-town who are seeing Ohrbach’s for 
the first time. And the store’s former cus- 
tomers are definitely adding to the traffic 
along 34th street. Combined, they are making 
a terrific traffic through the new store. 





Rose Heads Display 
For Coulter's 

Following the resignation of John Cooke, 
who headed the display department for many 
years, Coulter Dry Goods Company, Los 
Angeles, has appointed Meredith Rose as 
display director. He was formerly in charge 
of display for the Wilshire boulevard unit of 
The May Company. Cooke’s plans for the 
future have not yet been announced. 

At The May Company-Wilshire, Dick 
Bollinger now heads display. He had been 
first assistant at the firm’s downtown store. 
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We've moved into our own 6 story build- 
ing which houses our modern factory and 
showroom. 


It is located in the heart of Cincinnati 
convenient to the leading hotels, so come 
in ond see our complete line of window 
and interior display decoratives. 


GENERAL 
DISPLAY 
CORPORATION 


25 OPERA PLACE 
CINCINNATI 2, OHIO 


GENERAL 
DISPLAY 














LEADING CHAIN STORES AND DISPLAYMEN 


P = 
STAPLES 


TO FIT ALL TACKERS 


@ Presto Staples are the finest made 

@ Guaranteed not to clog your machine 
@ Precision made 

@ Guaranteed not to fall apart 

@ Returnable if not 100% satisfied 


For use in: 

HANSEN | slates ais 
KLINGTITE ( No. 3—3/16"—1/4 
DUO-FAST — 3/16", 1/4", 3/8" 
SPEEDMATIC — 3/16", 1/4" 
SENCO — 1/4" 
ARROW — 1/4", 5/16" 
COMET — 1/4" 

5,000 Tackpoint staples per box 


PRESTO STAPLE CO. 
525 Broadway, New York City 
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"Old Forester" Campaign 
Uses Heavy Point-Of-Sale 


The tested consumer appeal of Brown- 
Forman Distillers Corporation’s distinctive IN STO K 
gift packaging will be teamed with one of = N 
the most powerful merchandising and ad- 
vertising programs ever undertaken during 
the holiday selling season, according to 
Rodman W. Moorhead, Jr., vice-president 
and director of advertising for the Louts- — 
ville firm. A heavy schedule of magazine, ~rnamental Glass Balls 
newspaper, outdoor, and trade advertising Colortul glass ornaments have a wide range of 
ate fen wee: i. ae os f | uses. Made with wire loop for hanging. Colors: 
wn ye compines _ with extensive use oO Chartreuse green, turquoise blue, cerise, shiny 
point-of-sale material of all types. a. orchid, gold, oom green, aoe or silver. 

Full-color advertisements in consumer hotonline yore ey wang ea ey oe 
magazines will emphasize the original beau- No. XE-214—2% in. diam. Balls. $12 00 
ty of the “Old Forester” gift decanter | Per dozen $1.20. Per gross ° 
and carton, designed by Raymond Loewy No, XE-258—253 in. diam. Balls. $15 00 
Associates “Old Forester” point-of-sale | *¢" dozen $1.90. Per gross : 
will feats light cflects. Heeling. the | Ew om te pe Saeee vane Tage Oe Sorat 

: & “tsp ‘ B! Per dozen $2.40. Per gross . Available in the following solid colors: Cerise, red, 
parade is an attractive merchandising No. XE-400—4 in. diam. Balls. $10 00 silver, turquoise blue, chartreuse, gold or green. 
stacker created from a _ three-dimensional | Per dozen . Specify colors and stock numbers of finials desired. 

“her: -_ Mache ; ; No. XE-500—5 in. tom Balls. No. XT-27— 

Christmas tree. Flasher lighting from Per dozen $13.50 Hand Blown 27 in. Tree Tops. Per dozen $72.00 

within points up the graceful lines of the | No. XT-24— 

Other i tenien otecen tncted No. XZ-1—1 in. diameter Balls. $3 00 Hand Blown 24 in. Tree Tops. Per dozen $48.00 

decanter. ther impressive pieces include | packed assorted colors only. Per gross d a Ops. . 

two counter displays with locking devices | ted G Gl Ball Hand Blown 18 in. Tree Tops. Per dozen $30.00 

for decanters; holiday ‘“‘orchid’” wreaths mporre erman ass balls No. XT-15S—_ 

featuring both the decanter and the regular NOT ILLUSTRATED "2 ee i a ee ‘oa 
: : : . its ile ‘ -32/—11'% in. Tree Tops. e y f 

fifth, and an attention-compelling window Colors: Cerise, turquoise or chartreuse. No. XE-308—9% in. Tree Tops Pri Bae ag th sieiaiaas 

7 . . hij . No. XA-2100—4 in. diam. Balls. xe io eee i ee ; 
utilizing a center piece in which flasher $4.80 gold, chartreuse and red only. Per dozen 


A : ‘ ‘ Per gross $48.00. Per dozen No. XME-6100—22 in. Tree Tops available i 
. . are , . ce : ps available in red, 
lighting illuminates the decanters on two No. XA-2213—5% in 


. - Sy _ diam. Balls. light blue or chartreuse. A * 
levels. Per dozen $17.50 per dozen. $47.50. Each $4..75 
For the firm’s “Early Times” gift pack- No. XA-2215—574 in. diam. Balls. G97 50 

age, extra attention appeal is built into the | Per dozen es | . 
three-dimensional merchandising team that No. XA-2217—634 in. diam. Balls. $4. 50 

1) 0: Med selli ; + ti wre Per dozen $45.00. Each oe 
will give added selling power at the point- No. XA-2219-7' in. diam. Balls. ; 
of-sale. Window displays and counter cards | per dozen $69.50. Each $6.9 
will feature a colorful and appealing cutout 
of a hansom cab and driver. This will | Satin Finten Glass Ovals and Balls 
provide an appropriately seasonal dimen- : Colors: | pope pink or 
sional setting for the gift carton with its “ ha chartreuse 

. . , a 4 No. XKA-2316 — 6 cm. 
rich gold foil treatment and red and green] § | Ovals. Apoven. 20 in. diam. 
highlights. Tied into windows and counter > Dy hae dozen $1.95 imported German 

. . er - 
cards will be eye-catching floor stackers, “ pein $19.50 Ornaments 
filled with actual merchandise. These will No. XKA-231714,—71; cm. Ovals. Approx. 26 . Colorful and sparkling imported 
be topped by a flashing street lamp pat- | diam. Wer dozen. $2.45. $27 50 German ornaments decorated with 
e¢ 


m , Rk) eee painted and tinseled patterns. Sold 
terned after those of the gas-light era and | Per sross ealy in desem fetes ia aanested de. 


. . . No. XK A-3316—6 cm. Balls. Approx. | signs 
affixed to a simulated chimney base. we. SRASHC—6 cm. Balls. Approx $15.00 igns and colors, 
2% in. diam. Per doz. $1.50. Per gross Je We, N-G0-Sies asoren. 4 in. in 


No. XK A-3317—7 cm. Balls. Approx. ‘ = diam. Per gross . = 
Einson-Freeman's Frank 234 in. diam. Per doz. $2.05. Per gross P20-IO i eg _— $6.95 
Gets Army Call F om —— a an ieee ton $26.50 indiam. Per gross $5000. = "OY 

Gerald (Jeff) B. Frank, account executive - Per dozen 0 
of the Chicago office of Einson-Freeman, 
lithographer and manufacturer of window 
and interior displays, Long Island City, 
N. Y., has been granted a leave of absence 
while on service with the army. 











Bryson Is Promoted Glass Ornaments 
By Newark Store Colors: Christmas red, Christmas green, gold, imported German 


on Rowe hoe aN » in of Santon cerise, silver, turquoise blue or chartreuse. 

John Bryson, first assistan = ae Gispiay No. XLK-2—5% in. Long Cuban Ornaments Ornaments 
department of Hahne & Co., Newark, has (Left). Sold assorted colors and $12 50 No. XN-600 — Colorful imported 
been promoted to display director following | styles only. Per dozen ‘ German ornaments artistically dec- 


: : ; . ¥ “a i ~ orated with painted and tinseled 
the resignation of Charles Rogers. The lat- No. XGF-550—-Hand Blown 5 in. diam. Glass patterns. Size approx. 4 in. in dia- 


ter has joined a firm of architects in Flori- --eoaye Rneaat — | $24.00 meter. Sold only in dozen lots in 
da, and will do store planning. No. XGFT-600—Hand Blown 6 in. diam, Glass eo ” ome 
Ornaments. (Right center). $36 00 Naa eceat 7.250 

° Per dozen ° 

Screen Process Convention Se. XQP600.tiaed Blown 6 

Expects 2,500 Attendance Cae, ee we Lee. SUS aes...* Ornaments, Decorations and Displays, write 
With a well-balanced program emphasiz- aoe | ap ltenmene Blown 7 in. diam. Glass ¢5, Christmas Catalog No. 254-D and Broad- 

ing successful management, the sixth annual | per dozen sa $42.00 side No. 54-D. 

convention and exhibit of the Screen 

Process Printing Association, International, 

is expected to attract around 2,500 to the G A R R i S$ © om = W A G NN - R C © i 

Hotel Jefferson, St. Louis. It will be held 


October 30 through November 2. 2018 WASHINGTON AVE. ST. LOUIS 3, MO. 





in. $30.00 For a Complete Selection of all Types of 
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of them 
all! 


BEST FOR.:: 


all-around Signs, 
Showcards and 
on paper or 
cloth. 


Sy franc WE 


Posters 


BEST FOR.> 


Visual Aids, 
Illustration and 
Sales Presen- 
tations. 


BEST FOR.> 


all types 
of Lettering and 
Design Projects. 


Write today for free color cards and handy 
visibility chart showing vse of color according 
to emphasis and eye-acceptance. Dept. DW-15 


the American Crayon company 
Sandusky, Ohio New York 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED 
POSITION VACANT 
USED DISPLAY EQUIPMENT 

FOR SALE 
REPRESENTATIVES 


$4.00 Per Column Inch 
CASH WITH ORDER 


WANTED 
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Contest Nears End 


S this issue goes into the mail, there 

| pal slightly more than five weeks 
for entries to be made in DISPLAY 
WORLD’s International Display Contest 
for 1954. Already well over 2,000 such en- 
been received from than 


have more 


| 20 countries, every state in the Union, and 


Hawaii, Alaska, and Puerto Rico. Indica- 


| tions are that the current contest, which is 





the fifth consecutive year for the event, 
will be more successful than any 1n the 
past from the standpoint of excellence of 
the displays submitted. 

Each month the staff of DISPLAY 
WORLD one entry as the best 
received in the contest during that period 
of time and awards the displayman a gold 
medal. For September the display selected 
is the one shown above, by Paul C. Smith, 
J. W. Robinson Company, Angeles. 
Used for a back-to-college promotion, it is 
done along clean, dramatic lines with card 
copy definitions in dictionary style. 

The contest is open to 
who desires to participate. 
sary to be a 


selects 


Los 


any displayman 
It is not neces- 
subscriber to DISPLAY 
WORLD in order to take part. There are 
98 merchandise and. service classifications 
in the contest, so that practically any dis- 
playman can find at least one division into 
which his work fits. 

Entry is made by black and white photo- 
graphs, unmounted, and preferably 8 by 10 
inches in size, although smaller will 
be accepted. The displayman’s name should 
appear on the back of the picture, together 
with that of his store, his address, and the 
classification number in which it is to be 
entered. 

At the end of the contest on December 1, 
three well known display personalities will 
judge the entries in each classification and 
award a gold medal, one of silver, and a 
third of bronze for the top three displays. 
First place will also carry with it three 
points, second two, and third one point. The 
who compiles the highest number 
the entire contest will be 


ones 


person 
ot pe ints in 


presented with a beautiful gold plaque with 
a suitable inscription; a similar plaque will 
go to the runner-up, with one of silver and 
one of bronze for the two in line, 
respectively. 


next 


It was formerly announced that the judges 
would be George Westerman, display di- 
rector of Ohio Edison Company, Akron; 
Irving Eldredge, assistant manager of the 
Visual Merchandising Group of the National 
Retail Dry Goods Association, New York 
City; and R. C. Kash, editor, DISPLAY 
WORLD. Circumstances have compelled 
Eldredge, who served as judge in the con- 
test for several years, to withdraw. His 
place will be taken by Glee R. Stocker, head 
of Glee R. Stocker Associates, St. 
he was formerly a display 
president of both the St. 
Guild and the International 
Display Men, and is well 
spected in the display field. 


Louis; 
director and 
Louis Display 
Association of 
known and re- 


The judging will take place immediately 
after December 1, and the results will be 
announced in the January issue of DIS- 
PLAY WORLD, published on December 20. 
the 1953 contest 
Hermann Schlipphacke, Westdeutsche Kauf- 
hof, Cologne, Germany. Runner-up was 
Harold McLaren, The Bon Marche, Seattle, 
followed by Clement Kieffer, Jr., The Klein- 
hans Company, Buffalo. Bronze plaques 
were awarded to Tom Comerford, Lit 
Brothers, and Adolph Van Hollander, Gim- 
bel’'s, both of Philadelphia, who tied. 


Top prize in went to 


Those who have received gold medals in 
the monthly awards this year are: January, 
Russell C. Kehrt, Jenny’s, Cincinnati; Feb- 
ruary, James Gosling, R. H. White & Co., 
Soston: March, Hans Ehrhardt, Grands 
Magasins Jelmoli, Zurich, Switzerland; 
April, Randolph H. Irwin, Sears, Roebuck 
& Co., Baltimore; May, Adolph Van Hol- 
lander; June, Julius Steinberg, Filene’s, 
Boston; July, H. Sittard, Kaufhof, Darm- 
stadt, Germany; August, Hermann Schlipp- 
hacke, and September, Paul C. Smith. 
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STORE DESIGN 
[Continued from page 73] 

mill “contractor layouts.” The designer is 
a “must” in many store owner budgets. 

They expect the designer to have empathy 
for his work and a fast grasp of his indi- 
vidual needs, the personality of the mer- 
chandise, his own approach to selling, and 
the “allergies” of his customers. In addi- 
tion, they expect the designer to know his 
own profession par excellence. While it is 
possible for the designer to study designing 
a priori and empirically, he must be born 
with the capacity to transfer himself com- 
pletely into the mind of the client and into 
the conditions of his field of operation. 


Barton Lewy Sales Manager 
For The Display House 

Sarton H. Lewy has been appointed sales 
manager of The Display House, 1709 North 
12th street, Philadelphia, it is announced by 
Archie Lewy, president. He is a graduate 
of the University of Pennsylvania, and per- 
manent vice-president of the class of 1952. 

Until his release from the service last 
month, Barton Lewy was information and 
education officer for the Third Armored 
Division of the U.S. Army. In this work 
he was engaged in the army’s morale build- 
ing program and used exhibits constantly 
in his work. In his new position, Lewy 
will coordinate the sales and advertising 
efforts of The Display House personnel. 





STATEMENT OF THE OWNERSHIP, MANAGE- 
MENT, AND CIRCULATION REQUIRED BY 
THE ACT OF CONGRESS OF AUGUST 24, 
1912, AS AMENDED BY THE ACTS OF 
MARCH 3, 1933, AND JULY 2, 1946 


(Title 39, United States Code, Section 233) 


Of DISPLAY WORLD, published monthly at Cin- 
cinnati, Ohio, for October 1, 1954. 

1. The names and addresses of the publisher, 
editor, managing editor, and business managers are: 
Publisher, The Display Publishing Co., 407 Gilbert 
Ave., Cincinnati, Ohio; editor, R. C. Kash, 407 
Gilbert Ave., Cincinnati, Ohio; business manager, 
Nathan Silverblatt, 407 Gilbert Ave., Cincinnati, 
Ohio. 

2. The owner is: (If owned by a corporation, its 
name and address must be stated and also tmme- 
diately thereunder the names and addresses of 
stockholders owning or holding 1 percent or more 
of total amount of stock. If not owned by a cor- 
poration, the names and addresses of the indi- 
vidual owners must be given. If owned by a part- 
nership or other unincorporated firm, its name and 
address, as well as that of each individual member, 
must be given). The Display Publishing Co., 407 
Gilbert Ave., Cincinnati, Ohio. H. C. Menefee, 
Nathan Silverblatt, Robert Silverblatt and David 
Swormstedt, all of 407 Gilbert Ave., Cincinnati, 
Ohio; Stella F. Silverblatt, 1015 Dana Avenue, 
C ncinnati, Ohio; Ruth J. Schaeffer, Amberley 
Village, Ohio. 


3. The known bondholders, mortgagees, and other 
security holders owning or holding 1 percent or 
more of total amount of bonds, mortgages, or other 
securities are: (If there are none, so state.) NONE. 

4. Paragraphs 2 and 3 include, in cases where the 
stockholder or security holder appears upon the 
books of the company as trustee or in any other 
fiduciary relation, the name of the person or cor- 
poration for whom such trustee is acting; also the 
statements in the two paragraphs show the affant’s 
full knowledge and belief as to the circumstances 
and conditions under which stockholders and se- 
curity holders who do not appear upon the books 
of the company as trustees, hold stock and securi- 
ties in a capacity other than that of a bona fide 
owner. 

5. The average number of copies of each issue of 
this publication sold or distributed, through the 
mails or otherwise, to paid subscribers during the 
12 months preceding the date shown above was: 
(This information is required from daily, weekly, 
semiweekly, and triweekly newspapers only.) 

NATHAN SILVERBLATT, Bus. Mer. 


Sworn to and subscribed before me this 14th day 
of October, 1954. 
RICHARD N. WATKINS, 
Notary Public, Hamilton County, Ohio. 
(My commission expires Oct. 9, 1956) 
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WIG STYLES 


. . . Executed by master workmen with 
years of experience in making fine 
wigs. Nu-Show wigs are soft and flex- 
ible, equipped with rubber base and 
steel band to make perfect fit a cer- 
tainty . . . and you can depend on fast 
service. Write today for literature 
showing our full line. 


NU-SHOW DISPLAYS 


97 SIXTH AVENUE, N. Y. C. 13 
Tel.: Barclay 7-8974 











Thanks... 


To the display directors of 
America for your response 
and contributions to our 
success in 1954. 


Our reputation is for the 
best in papier mache 
sculpture, rubber mache, 
other mediums, etc. 

Our talents excel. 


Figures and animals, real- 
istic, whimsical, and styl- 
ized. Miniatures, life- and 
over-life-size. Interiors, ex- 
teriors, and special pro- 
motions. 


* 
CONSTANT & THOR, Inc. 


124 CHAMBERS ST. 
NEW YORK CITY 7 














6” wide and 4’ 
boxed 





mas decoration. 


POSTMAN’S DELIGHT 


The flag is up on this beautifully detailed miniature rural mail- 
box unit, made of sparkling white styrofoam. 
actually opens to reveal an assortment of gayly colored gift 
boxes, each with its own ribbon and bow. The base is replete 
with tall green shrubs, red holly berries, snow tipped pine 
cones, and a perky little white fawn; while a sumptuous red 
satin bow adorns the post. 
the unit reflecting the joy and 
cheer of this truly unique Christ- 
Full round and 3 
dimensional, measuring 11” high, 
deep. Individually 


The tiny door 


A cute red bird perches atop 


27° 


DUPLEX DISPLAY & MFG. CO. 


916 ARCH STREET, PHILADELPHIA 7, PENNA. 








PLASTICFOAM® Fiat Face Letters 
for indoor use 
21/,"" x V2" thick, per 100 
5" x ¥,"" thick, per 100 
Your selection 
Custom cutting and carving in 
the trade. Inquiries invited. 


PLASTICFOAM PRODUCTS 
948-54 Metcalf Avenue New York City 72 


Plasticfoam® for 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$4.00 Per Column Inch— CASH WITH ORDER 








RAO Foil Paper, Base Metal 
RAO Foil Cloth 


Special Discount to Jobbers 


R. A. OHLHORST 


278-292 Johnsten Ave. Jersey City 4, N. J. 




















Order Your “‘Naturalike”’ Grass Mats 


and TUFF-TURF sprinklings from your display jobber 
today—NOW! “NATURALIKE” are the finest GRASS 
MATS you can buy. Ask for “NATURALIKE” when 
ordering. 


MEMORIAL GRASS COMPANY 
UHRICHSVILLE, OHIO 











@ WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD e 














STYROFOAM 


Nowe A cea 
PANELS — SHEETS — BLOCKS 


STOCK PANEL SIZES 
12° — 20" Wide 
36" — 72" — 108" Long 
1/,"" to 6" Thick 


SNOBALLS 
CANES 
SNOMEN 
SNOW 


Dealer's Catalogue 
Now Ready! 


_ 


@ 


PRODUCTS 
6415 N. California Ave., CHICAGO 45, ILL. 








DONT PAINT 
— PARAFLEX 


PARAFLEX 


surface, 


glass mirrors cover any 
no matter what the size or 
Send for an estimate or send 
yeur original sample. 


shape. 
We will cover 
it fer a very nominal charge. Samples 
at all times are your exclusive property. 


Write today for information 
PARALLEL MFG. CORP., Dept. H 


109-1 11 E. 28th Si., N.Y. 16, N.Y. 
LExington 2-8835 
































NADI News 


By JOHN F. BOWMAN 
Managing Director, National 
Association of Display Industries 


ecember 1954 Market Week: Members 
1) of the National Association of Display 

Industries will present their early 
year, spring, Easter, and early summer lines 
at the Hotel New Yorker and the local 
New York showrooms at this event. Sched- 
uled for December 11-15, the exhibit at the 
New Yorker will occupy the sample rooms 
on the fifth, sixth, and seventh floors, as well 
as the Mosaic Room on the lower level of 
the hotel. 

Requests for this Market Week from 
NADI members have exceeded all previous 
December events in the number of rooms 
required. About the same number of exhibit- 
ing members as in 1953 will show lines at 
the New Yorker. The amount of space has 
increased by some 10 per cent. 

Clinics and Extension Courses: Clinics 
for smaller conducted in 
conjunction with retail groups and universi- 
ties have been reported frequently. A dif- 
ferent approach to promoting the use of 
better display techniques is now under de- 
velopment. In cooperation with Monmouth 


store owners as 


| college, Monmouth, IIl., an extension course 
| designed to cover all phases of basic display 
| has been developed and will be presented 


in six weekly sessions from October 25 


| through November 29, 1954. Robert O. John- 


son, Public Service Company of Northern 
Illinois, will lead off the weekly sessions 
with a discussion of the entire display pic- 
ture and illustrations of good and bad win- 
dows and interiors. 

Following Mr. Johnson there will be dis- 
cussions on store signing conducted by 
Mr. Paul Greenewalt of The Morgan Com- 
pany, Chicago; store specialties from fabric 
and paper by Mr. L. J. Dwiggins, The 
Reyburn Mfg. Company, (Chicago office) ; 
traffe control and display by Mr. Don 
McDavid, National Cash Register Company 
of America; John T. McDonald, of General 
Electric Company on store lighting (Rock 
Island, Ill.); and a special session on sales 
promotion and its phases by John R. Cooper, 
ot Mandel Brothers, Chicago. Each session 
will run for two hours, with the last half 
hour devoted to a question and 
period. 

With some variations it is expected that 
this type of presentation will be adaptable 
to the requirements of any locality. The 
NADI has been fortunate in securing the 
cooperation of the facilities of Monmouth 
college for this presentation and in having 
the complete cooperaticn of the state and 
local retail groups, the local Chamber of 
Commerce, and the independent merchants 
of the community. 

This is the second of three types of pro- 
grams that the NADI is offering to the pub- 
lic in order to build better appreciation 
and use of display. The one- and two-day 
clinics have proved their value in New 
York, Michigan, Illinois, and Iowa. Best 
proof is that repeat performances will be 
staged. Looks as if the extension courses 
will have the same enthusiastic response, 


answer 














Illuminated 


Christmas Decorations 


Holiday Displays that 
both day and 


are colorful 
night 


Send for a sampie of our beautiful new permanent 
plastic out-of-doors garland. Listed at 50c per yard. 


WRITE TODAY FOR COMPLETE CATALOG 


KING AMUSEMENT CO. 


MT. CLEMENS, MICH. 





Enjoy the Added Beauty of Your 
LIGHTED Tree in MOTION... 








KASSON 
ELECTRIC 
CHRISTMAS 
TREE TURNER 


Revolves 
3 Times 
a Minute 





Adjustable 
to most 
Tree Sizes! 


Ideal for holiday windows and Christmas displays 
throughout the store. Sturdy, dependable self. 
starting A.C. motor. Double, built-in outlet fo: 
tree lights Will revolutionize your trim! 


The Oldest Name in Turntables 
Available for Every Need! 


Used 

reason the world for sales. 
Rot ‘Sh boosting action 
O O lisplays. 18° table 

TUAWtAst revolves 3 times a 

meee - minute; 200 Ib. ca 

pacity. Model 712 

Ilustrated permits 

novel lighting ef 

fects while table 

turns . . . Ceiling 

and background 

units available too 

as well as smart 

We also produce midget frac. 
electric motors, electric barbecue 
24 hour delivery from stock! See 
jobber or write us for complete 


throughout 


build-up fixtures. 
tional H.P. 
turners, etc. 
your local 
catalog! 


KASSON DIE & MOTOR CORP. 
Formerly General Die & Stamping Co. 
Dept. O, 32-14 Northern Bivd. 
Long Island City 1, New York 


Integrity 
Since 
1919 
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since there are 68 reservations already on 
the books for the Monmouth affair. 

Planning for the second clinic sponsored 
by the NADI, the University of Michigan, 
and the Michigan Retailers Association is 
almost complete. The dates will be April 
14-15, 1955, at the Sheraton-Cadillac hotel 
in Detroit. The sessions will cover visual 
merchandising, sales promotion activities, 
and selling practices for smaller stores. 
The cooperation of the Detroit Display 
Guild has been requested and assured for 
this event. 

Other scheduled one- or two-day clinics 
for the first six months of 1955 are being 
sponsored by the NADI in conjunction with 
the following: Mohawk Valley Technical 
institute, Utica, N. Y., May; Eastern State 
Teachers college, Greensboro, N. C., May; 
University of Minnesota, Minneapolis-St. 
Paul, April; University of Wisconsin, Madi- 
son, April; Iowa State, Des Moines, March; 
University of Montana, Billings, (date ten- 
tative); University of Georgia (Atlanta 
Division), Atlanta, (tentative); University 
of Illinois, Urbana-Champaign, April or 
May; National Retail Dry Goods Associa- 
tion-NADI, Chicago, June 24. 

Business: September and October to date 
have shown improvement but only in a 
minimum percentage over 1953 orders. Most 
of the “new” business has been absorbed by 
new stores in the suburban areas of large 
communities. Most NADI members pass 
these units. Regular business from estab- 
lished accounts is about the same. Store 
budgets are the same or better than 1953. 
Unit sales in the display industry have not 
improved for most NADI members. Reason 
for the latter is higher pricing on delivered 
items incurred from increases in transpor- 
tation costs, overtime production costs 
quoted but not publicized (due to late 
orders), increased material costs, and re- 
peated changes in final specifications of or- 
dered materials. 

June 1954 Market Week: As announced, 
this event is scheduled for the Conrad Hil- 
ton hotel, Chicago. Dates will be June 25- 
29. Plans for all features will be announced 
at the December 1954 meeting of the NADI 
membership. 

General and Membership: Termination of 
membership because of non-payment of 
obligations notices have been sent to four 
memmnere of the Ni hie Two new member 


will “we sent to the board of directors of the 
NADI for action. Present membership 
stands at 116. 

The “personal approach” and “they'll buy 
from us” ideas are still prevalent — much 
to the dismay of many NADI members. 
Salesmen do have followings, but proving 
price has become a big obstacle where buy- 
ers have been ordered to comb the offerings 
in every field. Not that price is the most 
important factor. Usually this can be re- 
solved into a “value received” argument. 
In those instances where minimum price 
determined orders, the buyers have changed 
to requirements demanding less merchan- 
dise with better quality and less installa- 
tion time. The labor factor is showing up 
strongest where buyers contracted for mini- 
mum cost with consonant minimum billing 


[Please turn to page 86] 
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& Top Quality Mannequins 
© «The Country's Best Buy 


JOBBERS find that Manhattan Motion 
Manikins sell themselves and rightly so. All 
possess newly sculptured features, graceful 
positions and the latest style PUGDIN quality 
wigs, plus finest workmanship, absolute uniformity 
and unusual strength and durability. They 
are the biggest value in the volume sales field. 
Complete line of men’s women’s and 
children’s models, high syled at reasonable prices. 
Will win approval by comparison. 


_ 7 o 
Manhattan Motion Manikin Manufacturers 
Have never been connected with any other mannequin manufacturer of similar name 


factory and showroom: 


4 WEST 16TH STREET @ NEW YORK 11 e N.Y. CHELSEA 3-4705 














WINDOW DISPLAY || HERNARD 3-D LETTERS 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md 














ARTIFICIAL FLOWERS AND 
DECORATIVES 


for Show-window and interior displays. Best quality at 
the lowest prices. From the manufacturer direct to 
MOWRITE FOR TALOG. NO JOBBERS, PLEASE! 
WRITE F ATAL 
_ OR c GOTHIC CONDENSED available in 1'/,"' and 2'/2"" high 


BARTH'S DECORATIVE STUDIOS upper and lower case. 6° capitals only. I'' deep. 
iSiS N. Chestnut St. Colorado Springs, Colo 








SHOULDER COVERS 


Vinylite window-clear — vinyl — polythene. 
Price list & samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 YARDVILLE, N. J. 














MERCURY available in %'' and 134"' upper and lower 
USE THE case. 


3 TYPES 23 STYLES 
OPPORTUNITY A—PIN-BACK @ White plastic- 
interchangeable ceramic composition 
EXCHANGE B—SANDED BACK @ Precision-Molded 
attach with glue @ Stocked for immediate 
C—TRACK shipment 


For any WANT AD purpose: for stand-up signs @ Inexpensive 


POSITION WANTED POSITION VACANT Also letters, trademarks, logos to specifications 
USED DISPLAY EQUIPMENT FOR SALE FREE — samples and catalog 
REPRESENTATIVES WANTED 


: HERNARD MFG. CO., INC. 


$4.00 Per Column Inch— CASH WITH ORDER 9?3 OLD NEPPERHAN AVE., YONKERS, N. Y. 


























For Your 


Holiday Display FLASHERS 


Use ® 
They force attention—IiIncrease Adv. Value 





3055 RIVER ROAD, RIVER GROVE, ILL. 











TO DISPLAY 
HOSIERY 
AND 
SHOES 


Y 
ai 


ali nad ap 


made from 
FAIRYLITE* 
PLASTIC, 





a product of | 
"i SHOE FORM 
. ¢co. INC. 
AUBURN, N. Y. 








| of service to the 


Bie! at 


WOOD? ... OR?? 


It's ‘Weathered Wood," the latest of the amazing 
TEXTURE-FLEX display materials. TEXTURE-FLEX looks 
so real that it cannot be distinguished from the origi- 
nal when seen from but a few inches away. Far 
superior to any paper or other dispiay material. 


This texture, and others, come in 4'x8' sheets which 
can be rolled or folded and reused time and again. 
An interesting Brochure is available. 





Club 


NOVEMBER, 1929 
Displaymen of several Southern cities met 
at Tyler, Texas, to form the Southern Display 
Men’s Association. The following officers 
were elected: president, E. Ted Joyce, M. 
Levy Company, Shreveport, La.; first vice- 


| president, T. M. Solomon, A. Harris Company, 


Dallas; second vice-president, W. L. McCurry, 
Hearne’s, Shreveport; third vice-president, 
W. M. Hammond, Mayer-Schmidt, Tyler; 
secretary-treasurer, T. Willard Jones, Phelps 
Shoe Company, Shreveport. 

Rollin Trumbull, Jr., formerly assistant 
with Charles F. Berg Company, Portland, 
Ore., joined Bond Brothers Department Store 
in Pendleton. 

Stuart Johnson succeeded Harold Grinden 
as display manager for the Glass Block Store, 
Duluth. The latter joined the display staft 


| of Montgomery Ward & Co., Chicago. 


Jehn Houswood, formerly display manager 
for J. N. Adam & Co., Buffalo, resigned to 
join the window display department of Gim- 
bels, New York City. 

Leslie Janes, who for the past year had 
been in charge of display for Hartmann & Co., 
Chicago furniture chain, was appointed di- 
rector of display for all the retail stores of 
Sears, Roebuck & Co. 

Charles A. Merrill became display manager 
for the New Adams Company, Baltimore. He 
had held a similar position 
Sacks & Son, Birmingham. 


NOVEMBER, 1944 


Heidt, manager, and his 
Otto Knabe, were presented with 
emerald-studded gold pins by Crowley, Milner 
& Co., Detroit. in recognition of their 20 years 


“ 
> 


with Herman 


(seorge display 


assistant, 


store. 
ZanJler, New 
Richard Sharp as display manager. 
been on the 


Keller Orleans, appointed 
Hie had 
‘isplay siaff of Maison Blanche, 
of the same citv. 
Charles Briuickley received h’; 
discharge from the “Seabees” ar 


honorable 
i returned to 
his former position as display manager for 
Block & Kuhl, Elgin, Il. 

Formerly with Kappen Siores, Huntington, 
W. Va., Roy C. Burt joined O. J. 
Department Store, Charleston, W. 
display manager. 


Morrisen 
Va., as 
After three years of service in the army, 

W. N. Larson received his honorable discharge 

and became display manager for Miuiller’s, 

Atlanta. 

At the meeting of the Milwaukee Display 
these officers were elected: president, 

Dave Ostlund, The Boston Store; first vice- 


| president, John Schalager, Schuster’s; second 
| vice-president, Jeannette Paskey, The Boston 


Store; treasurer, Dave Seelig, Princess Pat; 


| secretary, Dolores Griffin, The Boston Store. 


Authentic Reproduction of Natural 
Textures — with Startling Fidelity 


Manufactured by TEXTURE-FLEX Division 
Chester Rakeman Scenic Studios, Inc. BA 


625 W. 43rd St.. New York 36, N. Y. 
BRyant 9-8869 








Robert Findley, who resigned as display 


| manager for Maison Blanche, New Orleans, 
| joined Carl’s, Ltd., San Antonio, in the same 
| capacity. 


The annual meeting of display directors of 
Associated Merchandising Corporation was 
held in New York. John Rosenberg, Abraham 
& Straus, Brooklyn, was group chairman. 


DISPLAY PUMPS 


© 1/250 H.P. 
Shaded Pole Motor 

® All Bronze Pump 

© 4 ft. Shut Off 

© 1 gpm at 1 foot 
Designed as a compact, low cost, quality pump, espe- 
cially suited for making animated displays with water, 
fountains, soap, beer, wine, etc. Its tripod base has 
exceptional stability. 


EASY INDUSTRIES 


162 N. CLINTON STREET . CHICAGO 6 


YY STUDY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 




















how tc do every phase of window 
display work. Merchants, display 
men, women and beginners will 
find this course the finest of its 
kind. School founded in 1905. 
Employers: Free to you— 
Names of our Graduates. 


Write for literature. 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41, IIl. 








WHITE MICA 


FIREPROOF . . . REALISTIC 
SPARKLES LIKE Real SNOW 
Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. 


JORDON & VAN DYKE STS. 
EAST RUTHERFORD, N.J. 


IS! WEST 18th STREET, NEW YORK lI!, N. Y. 


1525 CIRCLE AVE. 
FOREST PARK, ILL. 








letter CO. 


‘'NCORPO RATES 








EXQUISITE SMALL FLOWERS 


For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display flowers. Unsurpassed beauty. 

Tremendous Varieties in Stock 


MILTON S. AHRENS, INC. 
— Mfgs. — Exporters 


Importers 
56 W. 36th SIREET NEW YORE 18. WN. Y. 








Manzanita and Grape Stumps 


Beautifully Gnarled or Branchy 
Natural or Sandblasted 
Unusual Ghostwood 


From the Heart of the Sierras 


Sierra Dry Floral Suppliers 


4672 E. Thomas Avenue Fresno 2, Calif. 
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COLORED 


BURLAP 
BUY DIRECT 


15 STOCK COLORS 


Perfectly Dyed—Drapery Finish—1!0 ounce 
—for Displays, Showrooms, Wall Coverings 
Sensational New 
FIRE BRICK PATTERN 


Hunter Green, Blue, Ecru, Wine, Brown, 
Gold, Rose and Grey. 

36" 40" 54" 
....25¢ yd. 30eyd. 40c yd. 
100 yds. ....26¢ yd. 34eyd. 45¢ yd. 

50 yds. 27c yd. 36c yd. 46c yd. 
Pastels 9c yard extra on all widths 
White, Red, Lite Blue, Maize, Pink, Char- 

treuse. Other colors on application. 

All prices f.0.b. New York 
Shipping Weight— 200 yds., 36" width 
weighs 108 Ibs. Freight cost to Chicago 
about $2.00. 

ALSO FISH NET 
Cotton, Gold, Silver 


Imported Linen Theatrical Gauze in stock. 


VAN ARDEN FABRICS 
MNERS. 


Division 
New York Twine Corporation 


Every twine — Every need 
110 Murray Street, New York 7, N. Y. 


500 yds. 

















Top-Selling 
CHRISTMAS SET! 


GBB-15 














Was” 





























GBC-12 
GBA-20 


DECORATIVE WIRE 
GIFT BOX WITH BOW 


A wonderful displayer that can be used all 
year round! Hang from ceiling, walls, or place 
on floor or tables. Plenty of display space 
inside. Decorative bow adds terrific eye-appeal. 


GBC-12 GBB-I5 GBA-20 
19°" to top 23" to top 30" to top 
of bow. of bow. of bow. 
12'' square. 15'' square. 20°" square. 
$6.95 each. $8.50 each. $10.45 each. 


GB-ABC Set of 3....$23.50 complete 


See Your Jobber or W rite 


HARRY C. COHEN CO. 


5866 Baum Bivd. Pittsburgh 6, Pa. 
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FINANCIAL DISPLAY 
[Continued from page 77] 


tising program. Their first job of course 
is to decide who is going to be their 
displayman. Or will they retain the services 
of an individual outside of the bank, or the 
services of some company which specializes 
in financial displays? If they decide that 
the person is to be selected from the bank 
staff, devoting his time between display and 
other duties, they should select an individual 
who will be well suited for the position, one 
who is enthusiastic about display and has 
in some way shown a definite flair tor the 
artistic. The chances are that an individual 
whose heart is in display will produce more 
attractive and better displays than the 
person who is just doing it because he or 
she has been assigned to it. When we 
realize that our windows are actually out 
there shaking hands with the public every 
hour of the day, this is a most important 
factor. Another item to consider is the size 
of your space. Will you use all, or only 
part of it? While it is true that you have 
greater possibilities with good sized win- 
dows and wil! be able to obtain a greater 
impact, with a little imagination and some 
hard work even small windows can be as 
eye-catching as larger ones. Consider, too, 
the lighting in your windows. Deo you have 
to cope with the natural light outside the 
windows? You will also want to make 
provision for a few spotlights to emphasize 
certain parts of your display and for obtain- 
ing certain dramatic effects. 

Then we have this word “budget,” which 
creates another item to 


vary trom bank to bank. You may set aside 


anywhere from several hundred dollars a | 
year to several thousand, depending on who | 


is handling the displays, the type of displays 
desired, and many other factors. We must 
always remember that we are doing a bank 
display and therefore our demands will be 
different than those of other type displays. 

As mentioned previously, there are cer- 
tain basic rules for good displays. Because 
of the fact that color is one of the best 
media for attracting attention, it is one of 
the most important factors in the display. 
A glance at Webster's Collegiate Dictionary 
for one definition of color has this to say: 
“A sensation evoked as a response to the 
stimulation of the eye and its attached 
nervous mechanisms by radiant energy of 
certain wave lengths and intensities.” Use 
color generously, bearing in mind not to 
overdo it. The right selections of color 
will make your display more pleasing to the 
eye, whereas the wrong selection of colors 
will have the tendency to detract and make 
your display seem gaudy. 

Another basic display need is_ balance. 
This means that you must have an orderly 
arrangement of all elements in the display. 
Do not make the mistake of trying to cram 
every service you offer into one display. 
Over-crowding ruins’ the | effectiveness. 
Leave some space around the articles dis- 
played. 

Every one of your displays must carry a 
sign or poster which presents your message. 
It is important that it be well lettered, have 
proper layout, and that the colors fit in with 








consider. The | 
amount allocated to display will naturally | 














DESIGNED AROUND YOUR NEEDS! 


For the bold and dramatic or the small scale and precious qualities, 
good taste combined with unmistokable and unique effect — we have 
for immediate delivery a complete line of decorative surface treat 
ments, paper or fabric. Write for sample books. 


LAVERNE ORIGINALS 


160 EAST 57th STREET + NEW YORK 22 * Plaza 9-5455 








ESPECIALLY 
for the 


RETAIL 
TRADE 


Authentic 
Comfortable 
Durable 


SANTA 
SUITS 


Consist of hat, jacket, 
adjustable trousers, 
belt and boot tops. 


No. 1200—Pinwale cor- 
duroy, white plush 


trim $23.95 


No. 2400—Red velour, 
cotton backed for 
added wear, white gen- 
-erous pile trim. Our 
best seller and dollar 
“or dollar 


value $49.50 


Imported Yak Hair 
Wig Beard. Ideal for 
No. 3600— High pile better suits as it is com- 
plush, luxurious curled pletely washable for 
white plush trim, cotton years of satisfactory 
backed for longer serv- service $29.50 
ice. Limited quantity so 
state second choice WIG AND BEARD 
when SETS — A discount of 
ordering $59.50 IS% may be taken on 
all wig and beard sets 
Nylon Wig and Beard. when ORDERED WITH 
Washable $18.95 A COSTUME ONLY. 


Satisfaction Guaranteed 


Holiday s Santa tailors exclusively 


5940 Queen Avenue South. Minneapolis 10. Minnesota 


Actuai pnoto No. 3400 
w/Yak Wig & Beard 
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Our beautiful new 


BLONDE PEG-0-PANEL 


per 48" a 96"" ry) 
F.O.B. etroit, i 
Now ¢ 40 packing charge on less 
Onl than 10 sheets. ‘'A” 
Only 


thickness, 3/16"' holes on 
I’ centers. 


Bionde Peg-O-Panel needs no finishing 
or can be refinished with only one-coat 
or may be dyed. 


Send for our illustrated brochure of over 
150 different Peg-O-Panel display fixtures. 


SAMPLES ON REQUEST — WRITE 
FOR JOBBERS DISCOUNT. 














FOIL—FOIL PAPER 


PUFFING FOIL — BASE METAL — FOIL BOARD 





All Colors 


Printed Patterns — Striped Patterns 
New Christmas Patterns 


25 — 50 — 100-Foot Rolls — Ream Rolls 
SAMPLE BOOKLETS ON REQUEST 


ALUFOIL PRODUCTS CO., INC. 


15 FERRY STREET 
NEW YORK 38, N. Y. 
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NEED HANGERS? 


GET IN TOUCH WITH STEMPLER 
A Manufacturing Source Since 1900 


“HANGERS — that’s aff!” 


WRITE FOR PRICES AND PARTICULARS 


atney Slemplet & Sens Ine. 


Ciney NORFOLK “ST... NEW YORK 2, W. Y. 














FOR 


PAPIER 
MACHE 
FORMS 


W. H. Window 
Display Co. 


119 Ave. D 
New York City 9 











@ PLEASE MENTION DISPLAY WORLD 
WHEN WRITING ADVERTISERS e@ 








Christmas Display Accessories 


Send for catalog showing our assortment of FOIL 


STARS, CHAIN LINKS, SPRAYS, GEMS, 

FANS, VALANCES, CANDLE and PIPE 

ORGAN PLAQUES. Full line of PLAIN & EMBOSSED 
FOILS, PAPERS and BORDERS. 


THE MULDNER COMPANY INC. 


397 Bridge Street Brooklyn 1, N. Y. 








AUTOMATIC WOOD TURNINGS 
All Types of Finishing 
Dowe.s and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 








STagg 2-5693 








those in the display. A poorly executed 
poster or sign is just a waste of time, let 
alone not keeping in tune with the display, 
whereas a well-lettered poster with good 
layout and proper contrast of color adds 
immeasurably to the display. 


An excellent idea when first starting out 
in the field of display is to study every 
window that you see, read various books and 
articles on the subject, and most important 
of all subscribe to a good magazine devoted 
to the field. The best one this writer can 
recommend is the one you are reading at 
this moment, DISPLAY WORLD. 


(To be continued) 





NADI NEWS 


[Continued from page 83] 


but expected to install with minimum labor 
factors. It hasn’t worked that way. Manu- 
facturers and contracting distributors have 
filled their part of the buying schedule but 
store labor is rocketing in price — even for 
arms and legs, and in so-called distress 
areas. This results in greater cost to the 
store than finished units plus labor would 
have entailed. The same yardstick applies 
to all department operations. Net cost is 
being sacrificed on the altar of expediency 
and weekly contract expense. 


Program and Policy: The NADI and all 
members of the association are working to 
a greater expansion for everyone in the dis- 
play business. That means “better compen- 
sation, bigger opportunity and more busi- 
ness” in every application of visual mer- 
chandising. How about your part? 


Personal and Special: Everyone wants a 
better job and it can be provided. In seven 
years there have been many changes in rep- 
resentation for NADI members. And many 
changes in the membership in the NADI. 
As previously stated, the NADI office is 
always available to employers and _ pros- 
pective employes in any capacity. Basic 
information required its: 
territory 
products, 

factory, 


type of line, 
compensation, 
experience, 


For employers: 
(sales personnel), 
type of employment, 
production or design. 

For employes: type of work, compensa- 
tion required, relocation (if possible), pre- 
vious experience, reasons for change. 


Opening Days or Dates: Market Weeks 
depend on the people who attend and their 
preferences. The NADI is willing and able 
to change its schedule upon the advice of 
all registered buyers if the present program 
is unacceptable. Comments from those who 
do not attend the Market Weeks will be 
overlooked. 





New Counter Fixture 
For Maiden Form 


A new counter-top wire display fixture 
designed to hold eight dozen bras is being 
offered retailers by Maiden Form Brassiere 
Company,' 200 Madison avenue, New York 
City. It is 22 inches wide by 19 deep, and 


| has a mounting post for a plastic bust form. 


DISPLAY WORLD 

















MECHANICAL CHRISTMAS WINDOWS 


All animated nursery rhyme dimensional figures and music 


Excellent condition 


A SURE TRAFFIC STOPPER! 


$1500 FOB Philadelphia 


Photos and details on request, Box 11LM, Care of DISPLAY WORLD 








WE’RE MAKING CHANGES 


Re-arranging territories to improve coverage. Quality fixture 
and equipment manufacturer with tops in style and originality — 
over 30 years experience and reputation. Have openings in Mid- 
west, South and Southeast. Including such fine markets as Mil- 
waukee, Atlanta, Nashville and others. 

Interested in established salesmen only — no objections to non- 
conflicting lines. 


Top Commissions. Write Today. 


Address BOX 11HJ 


Care of DISPLAY WORLD 








OUTSTANDING 


exclusive fixture mannequin fabric line 
wanted by well known sales representa- 
tive in || Western states. Available for 
interview during Market Week. 


Address BOX 11FG 
Care of DISPLAY WORLD 


IF YOU HAD ANSWERED OUR AD 
182 DAYS AGO 


About six months ago we ran a series of classified advertisements 
for competent display salesmen. Here are some of the ways you 
would have benefited if you had answered and qualified. 

You would have had the biggest Fall and Christmas season in 
your entire history of selling (including the war years) with com- 
missions running to new all time highs! 

You would be carrying the most fabulous and largest line of dis- 
play novelties in the entire country, with brand new samples being 
sent you every ten days while enroute, keeping your presentation 
constantly new! 

You would be enjoying complete territory protection and tull 
commissions on all Mail Order Sales resulting trom our monthly 
“Hot Item’ advertisements in Display World. (See this months 
for example.) 

Yes, with the Duplex line you would be well on the road to a 
sound financial future. So stop putting it off, 1f you are one ol! 
the top ten men in the field, contact us at once tor a revealing 
confidential reply. 


DUPLEX DISPLAY & MFG. CO. 


916 ARCH STREET PHILADELPHIA, 7, PENNA. 














SALESMEN 


A new and completely differ- 
ent comprehensive line of dis- 
plays for department 
and the better store. Commis- 
sion basis. Write giving full 
details and territory now cov- 
ered. 


Address Box 11JK 


Care DISPLAY WORLD 


LINE WANTED 


Top producing salesman well 


established in South = and stores 
Southwest wants exceptional 


line to sell better stores. 


Address Box 635 


Care of DISPLAY WORLD 





SALESMEN WANTED 
Nationally Known Manufacturer of 
EXCLUSIVE NOVELTIES, ARIIF. FLOWERS 
And Display Units 


is seeking Resident and Travelling Representatives throughout 
all territories. No objection to non-contiicting lines. Lop cuom- 
mission rates. Write tully stating territury you cover, past ex- 
perience, and other pertinent intormation. Applicant must be 
well acquainted with Display Mgrs. of Vept. and Specialty stores. 


Address BOX 9JK 


Care of DISPLAY WORLD 























Display Manager Position Wanted 
—Married, age 31. Experience high 
fashioned women’s shop and dept. 
store. Creative designing and pro- 
motional ability. Pictures on re- 
quest. Good references. Will relo- 
cate Midwest or Eastern states. 
Address BOX 11CD 
Care of DISPLAY WORLD 


WINDOW TRIMMER WANTED 
for our Cincinnati store. 
Must have chain store experience. 
Write Mr. Kitzinger 


WILBUR-ROGERS 
38 W. 5th Street, Cincinnati 2, O. 














WORKING PARTNER WANTED 


for a firm which has grown steadily since 1946 in Miami, Florida 
specializing in displays, exhibits, plastics, plastic foliage, manne- 
quin refinishing, silk screening, etc. Business has grown too large 
for present owner to handle by himself. Firm has a very good 
reputation for ability and integrity and has a good Dun & Bradstreet 
rating. Wonderful opportunity for vast expansion with the right 
organization. Firm owns building and is fully equipped. Business 
and present owner will stand a complete investigation. Partner 
wanted to invest up to $16,000 to handle either sales or production, 
and must have complete knowledge of the display field, with busi- 
ness experience. 


Address BOX 11KL 


Care of DISPLAY WORLD 
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FOR SALE 


6 BLISS Celastic Swag Units. 
8 ft. x 7 ft. x 10 in. Use tor 
Christmas or Anniversary. 


2 BLISS Plaster Dimensional 
Church Windows. & ft. x 


§ tt. x 10 1n. 


5 ADLER-JONES 


Reimdeer 


( hristmas 
Bell and L'nits. 


/ tt. x 5 ft. x 2O 1n. 


$25.00 per unit plus small 


packing charge. These units 


need only paint — AIl are 1n 


good condition 


Pictures on Request. 


DISPLAY DEPARTMENT 


SCHEAR’S 
DEPARTMENT 
STORE 


EVANSVILLE 8, IND. 





FOR SALE 


PRINTASIGN 
Model CSS 


Sign Printing Machine 


Only a little over 2 


years old. 


In perfect condition. 


Address Box 11AB 
Care of 
DISPLAY WORLD 








SALES REPRESENTATIVE 


excellent following with A-I Dept. Stores 
and Specialty Shops interested in top notch 
line Eastern Seaboard and Metropolitan area. 
Available for interview in New York, Market 


Week, December. 


Address BOX 11GH 
Care of DISPLAY WORLD 














JOBBERS 


Two new display designed items. 
No competition. All territories open. 
Write to— 

HALDOR ENTERPRISES 


P. O. Box 733, San Carlos, Calif. 


Salesman Wanted 


National concern wants alert sales- 
men for new fast selling line of 
racks for men’s, ladies and chil- 
dren’s wearing apparel to cover 
Washington State, Oregon. Mon- 
tana, Idaho, Wyoming, North and 
South Dakota, Nebraska, Kansas, 
Arizona. New Mexico, Maine, New 
Hampshire, Vermont. High com- 
missions. Write stating qualifica- 
tions and lines now carried. 


Address Box 8AB 


Care of DISPLAY WORLD 


FOR SALE 
Christmas Biblical 
Figures 


Executed by Resident Display, 
New York. Consists of 7 
Human Figures and 13 Ani- 
mals. May be seen “in setting” 
during December 1954. 


Edward C. Minas Co. 


Hammond, Ind. 
H. Nelson, Display Director 











POSITION WANTED 


Combination display man and 


card writer and art display 


backgrounds. 10 years ex- 


perience. Will send photos. 


Address Box 11BC 


DISPLAY WORLD 


(are oft 








FOR SALE! 


13 WILLIAMS ABSTRACT 
MANNEQUINS 
Beautifully reconditioned like 
new at 75-100% of original 

cost. 
$49.50 EACH 
Photos on request 


Herzberg-Robbins, 


Inc. 
457 West Broadway 
New York 12, N. Y. 
GRamercy 7-7300 


SALESMAN—For hangers, covers, 
racks and display equipment calling 
on men’s, ladies’ and _ children’s 
wearing apparel shop. Good oppor- 
tunity. Territories available. Write 
stating qualifications and _ lines 
now carried. 
Address BOX 11DE 
Care of DISPLAY WORLD 


Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 

















POSITION WANTED 
Nine years experience with two of 
America’s better department stores. 
Desire connection with fine spe- 
cialty store or better department 
store. Young, creative and reliable. 


Address BOX 11EF 
Care of DISPLAY WORLD 


CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
erat.on for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 





Koester Bldg., 3710-1 N. Cicer 
Ave., Chicago 40, Il. 
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Advertising Index—November, 1954 


Acme Bulletin Co. 74 
Ahrens, Inc., Milton S. R4 
Alufoal Products Co. SO 
American Crayon Co., The 80 
Amplex Corp 54 
Arnold Wood Turning Co., H. 86 
Arrow Display Associates 73 
Arts & Flowers 


Ballou Co. E. C. 
Barth’s Decorative Studios 
Becker Sign Supply Co. 
Best Devices Co. 
Bliss Display Corp. 
Bontec Laboratories 
Brevel Products Corp. 
Bulkley, Dunton & Co 
Butler Mfg. Co., 

B B inside 
Butler Paper Corp 


Inc. 


Back 


Carolina Foliage Co. 
Certain-Teed Products Corp. 
Chicago Cardboard Co. 
Cohen Co., Art R. 
Cohen Display 
Harry C. 
Constant & Thor, 
Coronet Mtg. Co. 


Equipment, 


Inc. 


Darling Mfg. Co.., 
Deburco 
Decorative Displays 
Decorative Plant Co 
DeGalan Co., Henry V. 


Inc., L. A. 


Display Equipment Co. 
Display Ideas & 
Promotional Service 
Doerr and Associates 
Duplex Display & Mfg. 
Easy Industries 
Faulkner Laboratories 
Ferro-Craft Corp. 
Flair Plastics, Inc. 
Frederick International 
Adv. Corp 
Frostee Sno Coa. 


Garrison-Wagner Co., 

The 44, 49, 67, 
General Display Corp. 
General Plastics Corp. 12, 
Glo-Brite Products, Inc. 
Grace Letter Co. 
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Hamberger, Inc., David 
» he 


Hansen Mfg. Co., A 
Hernard Mfg. Co., 
Hertvy Co. 
Herzberg-Robbins, Inc. 
Holiday’s 
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Inc. 
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Illinois Bronze Powder Co. 

Jacoby Corp., Meyer 

Jones Wholesale Floral Co., 
David L. 

Jones, the Holly Wreath Man 


Kasson Die and Motor Co. 82 
Kaye Co., Inc., S. L. 70 
King Amusement Co... 82 
Koester School &4 
Korrect-Way Products 

Outside Back Cover 
Krylon, Inc. a\eovmanalio ae 
Laverne Originals 
Lustra Corp. 
Lutz, A. 


Madisonia Manikins, Inc. 

Maharam Fabric Corp. ] 
Manhattan Motion Manikin Mfrs.8. 
Manhattan Wood Letter Co. : 
Manko Fabrics Co., 
Memorial Grass Co. 
Metal Goods Corp. 21, 
Metropolitan Mech. Display Co. 
Midwest Mannequin Displays 
Mitten’s Display Letters 

Miva Co., Inc. 

Morgan Co., The 

Muldner Co., The 


Inc. 


National Association of 
Display Industries 

Natural Creations 

New York Display Mfrs. 
Group 

Noel Mfg. Co. 

Nu-Show Displays 


Ohlhorst, R. A 


Opportunity Exchange 


Parallel Mfg. Corp. 

Plasticfoam Products 

Potters Bros., Inc. 

Presto Staple Co. 

Progress Lithographing Co., The 


Rakeman Scenic Studios, Chester 
Reyburn Mfg. Co., The 7 
Reynolds Electric Co. 

Round Tubes and Cores Co. 
Rubner, Inc., Gustave 

Russel’s of California 

Rustic Furniture Co. 


Savage Universal Corp. ; 
Schack’s, Inc. Inside Front Cove 
Sel-O-Rack Corp. of America 8, 
Shoe Form Co., Inc. 

Showcard Machine Co. 

Sierra Dry Floral Suppliers 
Silvestri Art Mfg. Co., The 
Stempler & Sons, Inc., Barney 
Stensgaard & Assoc., Inc., W. I 


Tracy Parades 
Transilwrap Co. 
Twinkle Displays 
Ulrich Brothers 

U. S. Mica Co., Inc. 
U, - Ply wood Corp. 
Upson Co. 

Van Arden Fabrics 


W. H. Window Display 
Williams, Inc., D. G. 
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we think you know 
that genuine | -?6;60AR0 products 


can help you and 





your store to make 


this Xmas your 


BIGGEST. 


PEO BOARD 














PRODUCTS 


copyright 1954 
B. B. BUTLER MFG. CO., INC. 3150 Randolph St., Bellwood, Il. 


‘‘PEG-BOARD"’ is the Reg. T.M. of the B. B. Butler Mfg. Co. used to identify its products. 


When in New York visit P.B. of New York, Inc., 11 W. 42nd St., New York City 36. Subsidiary of B. B. Butler Mfg. Co., Inc. 
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HALF-SIZE MANNEQUIN 
you’ve been waiting for... 


designed so you can display and merchandise 
your half-size dresses and suits in a youthful 
appealing fashion. Your half-size customer 
likes to appear youthful and these mannequins 


do the job. 


Mannequin size... 142 


BEAU MONDE mannequins are growing in 
demand, day by day — because they sell mer- 
chandise. » ad KORRECT-WAY distributor 


will show you the complete new line on request. 


KORRECT-WAY DISTRIBUTORS 


ATLANTA, GEORGIA, 
Melvin S. Roos & Co., 181 Pryor Street 


BALTIMORE, MARYLAND, 

Baltimore Display Industries, 7 South Hanover Street 
BOSTON, MASS., 

Eastern Displays, Inc., 51 _ Street 
BUFFALO 2, NEW YOR 

Samuel C. Dutch & Son, —{ Pearl Street 
CHICAGO, ILLINOIS, 

Hecht Pixture Company, 211 S. Wacker Drive 
CINCINNATI, OHIO, 

General Display Corporation, 25 Opera Place 
DENVER, COLORADO, 

Walter W. Martin, 1622 Arapahoe Street 
DETROIT, MICHIGAN, 

The Art Products Company, 1425 Broadway 
HAVANA, CUBA, 

Cia. de Maderas Gancedo, S. A., Avenida De Gancedo 
HONOLULU, HAWAII, 

Bader’s Display House, Ltd., P. 0. Box 3949 


KANSAS CITY, MISSOURI, 
National Equipment Corporation, 919 Broadway 


LOS ANGELES 15, CALIF., 
Display Equipment Company of California, Inc., 
511 W. Olympic Blvd 


LOS ANGELES, CALIF., 
B. A. jacobs Company, 855 S. Los Angeles Street 


MIAMI 32, FLORIDA, 
Morty Fay Displays, inc., 853 N. E. Second Avenue 


MINNEAPOLIS, MINNESOTA, 
L. E. Hier Display Equipment Company, 23 North 
6th Street 


MEMPHIS, TENNESSEE, 
Wray Williams Display Company, 21-23 S. Second 
Street 


MONTREAL, QUEBEC, CANADA, 

Fay Perm Displays, Ltd., 8 St. Catherine Street, E. 
NEW ORLEANS, LOUISIANA, 

Wray Williams Display Company, 534 Canal Street 
NEW YORK, NEW YORK, 

Supreme Display Equipment Company, 53 West 

35th Street 
PHILADELPHIA, PENNSYLVANIA, 

Naythons Display Fixture Company, 909 Arch Street 
PITTSBURGH, PENNSYLVANIA, 

Art R. Cohen Company, 810 Penn Avenue 
PORTLAND, OREGON, 

Mr. Roderick S. Clancy, P. 0. Box 4631, 7335 S. E. 

32nd Street 
ST. LOUIS, MISSOURI, 

Nu Era’s Midwest Displays, Inc., 808 North 7th Street 
SALT LAKE CITY, UTAH, 

Commercial Displays, 128 Regent Street 
SAN ANTONIO, TEXAS 

Fox Display Company, 1616 Camaron Street 
SAN DIEGO, CALIFORNIA, 

Jay Displays, 228 ‘B’’ Street 


SAN FRANCISCO, CALIFORNIA, 
Kehoe Display Fixture Company, 541 Market Street 
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NEW YORK OFFICE AND SHOWROOM: 


: were 


11 WEST 42ND ST. 


CHICAGO OFFICE AND SHOWROOM: 220 WEST ADAMS STREET 
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